DISING 


wares and Appliance Show in Chicago on the 

week of January 7, the smallest proportion were 
retailers. There were quite a good number of de- 
partment and furniture store buyers, and a sprinkling 
of utility men, chiefly those located in Chicago or in 
nearby cities. But there were very few indeed of the 
appliance dealer as such. Perhaps he knew that he was 
not going to get any merchandise, but more likely he was 
too busy trying to keep America’s homes running by 
maintaining their appliances in working order. 

By sticking to his primary business, he is performing 
an enormous service for manufacturers as well as the 
public. It would be well, therefore, for the manufacturers 
to do some thinking and some policy making that would 
help this dealer in the future. 

This observation is by no means a new one, nor original 
with this writer. But its importance was underscored 
by one of the groups of men at the Chicago market, and 
one of the largest of such groups. These were the oppor- 
tunists looking for wholesale territories on appliance lines, 
not established wholesalers in any line for the most part, 
nor men knowing anything about appliance merchandising 
or distribution. 

Publicity of all kinds calling attention to potential 
markets for appliances, new manufacturers thereof, and 
fantastic exaggerations of post-war sales prospects paint 
the prospects of a bonanza market. With the large amount 
of loose money there is in the country, it is natural that 
people are drawn to the field. 


() UT of a reputed 8,000 who registered at the House- 


YPICAL conversation at the Palmer House: 
Visitor to Manufacturer: “Mister, I’d like to talk 
about taking your line on for the State of Texas, or 
Southern California,” or some other modest area. 
Manufacturer: “What is your business now?” 
Answer: “Oh, I’m just thinking of going into the 
wholesale appliance business, and I’d like to arrange for 
a territory.” 
Manufacturer: “What do you know about selling 
washers, cleaners, home freezers,” or whatever it was? 
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Answer: “Nothing, except that I have plenty of capital 
and a good line of bank credit.” 

Please let me make it plain that the manufacturers were 
not encouraging this kind of thing. For the most part, 
their distribution is established, and a number of leading 
manufacturers have made definite statements as to their 
post-war distribution policy. 

It wants to be borne in mind, however, by everybody in 
this business that the wrong kind of wholesaler—inex- 
perienced, inefficient, uneconomical, will be in no position 
to serve any but the wrong kind of dealers. The right kind 
of dealers will, as always, be served, helped and in a 
measure directed by the distributor or branch office who 
understands his problems, is ready to help solve them 


and forms the essential link in the line from the maker 
to the user. 


E have seen forecasts of plans by the producers of 

appliances to train the dealer’s sales force in good 
methods of consumer selling and education in consumer 
use. 

This sales training is regarded as essential to properly 
serve the market post-war. All of it, however, pre- 
supposes that the dealer, the wholesale salesmen and most 
certainly the directing heads of the distributing organ- 
izations be as thoroughly experienced and as versed in 
the intricacies and difficulties of this business as the manu- 
facturers own organization. 

So we have a definite danger to encounter that if left 
unfaced and disregarded might play havoc with good 
sound marketing when production is resumed. The 
public will be served. But with our type of product, that 
requires service and maintenance, it must be served with 
the skill that comes from knowledge of conditions and use. 

To keep prices low and volume large after the war will 
call for a high degree of experience and skill in distribu- 
tion—wholesale and retail. Few if any of these Johnny- 
come-lately’s will fit into that kind of a picture. 
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Ey ER SINCE ancestor Adam got himself ribbed 
by Eve in Eden, this old world of ours has been a two-sexed affair. 
\dmiral Corporation knows it... knows it must curry the favor 
of both male and female, man and woman, husband and wife. 
That's why Admiral advertises in The American Magazine. It’s 
edited with dual sex appeal . . . edited to double-expose Admiral’s 
advertising to millions of women and millions of men...multimillions 
of aspirational Americans who buy The American Magazine on the 
newsstands, subscribe, or beg, borrow, or steal somebody else’s copy. 
Of equal interest is the fact that these middle millions still make 


60 per cent of the nation’s purchases, after savings and taxes. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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- What percentage of postwar 


trade-ins will involve Console models? 


One 23% C) 45% 61% 


(Check one) 


olid facts—- not guesswork-are behind 
ajestic’s Controlled Distribution Plan! 


UESSING GAMES may be entertaining when you're reading a 
agazine, but they're the last thing you want when you're running 
p radio business. 

That's one more reason why Majestic’s Controlled Distribution 
Plan is so wholeheartedly welcomed by radio dealers who learn 
pbout it. For here’s a plan of profit-protection that is based, not 
pn mere theories or guesswork, but on hard, solid facts. Facts 
stablished by thorough research. Facts correctly interpreted by a man- 
agement with long and successful experience in manufacturing and 
selling radios. 

The answers to the questions shown above are typical of the facts 
on which Majestic has based its unique Controlled Distribution Plan. 

ink what it would mean to you, as a radio dealer, if you could 
ave the answers to important questions like these...if you could 
be backed up by a radio manufacturer that doesn’t have to guess, 
but knows the answers to scores of such questions as: 


What percentage of your postwar customers will be 
trade-in customers 7 


What percentage of sets offered for trade-in will be con- 
soles? What percentage table models ? Console-phonographs? 
Portables? Table phonographs? - Chairside models? 


JESTIC RADIO & TELEVISION CORPORATION * CHICAGO 37, ILL. 
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3% 


What percentage of postwar 
trade-ins will involve Portables ? 


L) 8% (112% 18% 


(Check ore) 


Majestic has the answers to scores of important questions 
like these, as a result of veccnt market studies 


How will trade-ins break down by brands?—That is, 
vhat percentage of total trade-ins will be Brand “A” 
—what percentage Brand “B’’— etc. ? 


Vital questions? You know they are! And these are only a small 
sample of a// the questions on which Majestic has the facts. 
Facts on which are based an entire system designed to give 
Majestic dealers a favorable trade-in position...to protect Majestic 
dealers against improper competition...to give Majestic dealers 
an opportunity to make a legitimate profit on every sale. 

Would you like to have the facts about a Majestic franchise, 
and what it can mean to you? Write today! 
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THE OVERWHELMING LEADER 


FOR STRAIGHT YEARS! 


The story of radio, as a major industry in the United States, 


is the story of Philco and its long history of leadership in 


radio engineering, production, sales and merchandising. 


From 26th to 1st place in three 
years... then overwhelming lead- 
ership for 12 straight years, through 
good times and bad. Think back 
over those 12 years and you'll re- 
member times when Philco carried 
the burden of promoting and ad- 
vertising radio to the public prac- 
tically alone, and kept the business 
alive as a source of profit for the 
radio dealer. 


When good times came, Philco 
met the challenge of leadership again. 
Progressive engineering and aggres- 
sive merchandising kept Philco con- 
stantly in front as America’s Favorite 
Radio with both trade and public! 
From 1930 through 1941, continuous 
leadership . . . in dollar volume... 
in unit sales... in dollars per sale, 
by an overwhelming margin, the 


world’s largest radio manufacturer. 


The story of radio in the future will be as closely identified 


with Philco and all those factors that made it, over the years, 


the leader of the industry ... the chief source of profits for 


the radio dealers of America. 
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Ana they’re profit prospects for you! 


If you can sell refrigerators, radios, wash- 
ing machines, or any other package appli- 
ances, you can sell Duo-Therm Automatic 
Fuel Oil Water Heaters. 


And as for profits, look at this: 


In our last year of full production our deal- 
ers sold over a million dollars worth of 
Duo-Therm Automatic Water Heaters. And 
they sold them at retail prices which netted 
a high doilar profit per sale . . . as good as, 
or better than the profit on any appliance 
item in relaticn to the time and money 
invested. 


A large part of these sales were made by appli- 


24000000 PROSPECTS* 
for this MAJOR APPLIANCE / 


ance dealers, because the Duo-Therm Auto- 

matic Water Heater is package merchandise 
. . a major appliance that fits right into an 

appliance dealer’s selling technique. 


So in the Duo-Therm Automatic Water 
Heater you have a highly profitable major 
appliance. Get busy right away and... 


Send the coupon and we'll send you the in- 
teresting story of one of the most profitable 
franchises in the appliance field. Good terri- 
tories are still open. 


* HERE ARE YOUR PROSPECTS 
14,000,000 families heat water on the kitchen stove. 
6,000,000 heat water with a furnace coil . . . no heat, 
no hot water. 4,000,000 have separate coal heaters 
that must be hand fired. 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORP. "Q@DER LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 


DUO-THERM AUTOMATIC FUEL OIL WATER HEATERS 
; | Department K-6, Lansing 3, Michigan 
Now Available for Essential Civilian Needs! | | 
| | would like to have additional information on the water | 
Plenty of hot water for the average matic fuel oil water heaters were | heater market and dealer franchise. There is no obligation | 
family for less than 4c a day. pioneered and perfected by Duo- | wos. | 
No gas or electric connections Therm, America’s largest producer | 
can be installed anywhere! Fully of fast off appliances. | 
automatic convenience . . . the kind And ian t Mi | | 
. .. through consistent national ad- | 
A name that sells . . . for auto- _vertising in leading magazines. 
| P.O. Zone County 
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Millions 


Elwood P. Dowd (Frank Fay) first met Harvey, the invisible 
6-ft., 144-in. white rabbit, “leaning up against a lamppost.” 
Here Harvey is sitting in the empty chair listening to his 
friend Elwood read. 

Millions of other people all over the country have come to 
know and love this wonderful white rabbit hero of the Broad- 
way smash-hit comedy Harvey, because his “picture” ap- 
peared recently in LIFE. 


What do LIFE’s millions of readers mean to you in the 
electrical business? Read what Charles B. Spicer, elec- 
trical dealer of Framingham, Mass., says about LIFE. 
"Il would say that about 90 per cent of the people here- 
abouts read LIFE regularly.’’ 


What Mr. Spicer says about his community is more than 
likely true of your community, too. For week after week, 
LIFE holds the attention, stimulates the thinking, and in- 
creases the knowledge of more people than any other maga- 
zine in America. 


More readers every week than 
any other magazine America 
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Why Zenith’s Polic 


“RADIONICS 


EXCLUSIVELY” 


No matter what product for the home you can think 
of, it is to your advantage to handle the leader... 
and you should reserve the right to make your own 
selection! Zenith’s policy of Radionics Exclusively 
helps you do this! 

It gives you the best concentrated thinking of 
Zenith engineers, research workers, cabinet de- 
signers and executives on one thing: 


The finest possible ‘Advanced Engineering’’ 
line of Zenith Radionic Radios. 


_ Zenith’s consistent policy of devoting all its research, 
experience, manufacturing facilities and manpower 
to the production of “Radionics Exclusively” has 
always meant a fast-moving, profitable radio line 
to Zenith-franchised dealers. 

No diversification, no scattering of effort among 
many products! Rather . . . extreme concentration! 

Zenith has not and will not tie up its dealers and 
distributors with allied-appliance line ‘restrictions. 
Zenith leaves you free to choose—as you wish—the 


"LONG RADIO 


finest you can obtain in every line you handle. 

Even in its tremendous war production, Zenith is 
manufacturing on/y Radionic war material—most of 
it so secret we have been able neither to talk about 
it by name nor to advertise our particular achieve- 
ments in producing it. 

We have maintained our hard-hitting staff an 
field organization intact in all branches. We have 
expanded our facilities. We have developed dozens 
of new ideas for radionic war units. And we have 
gained a treasure trove of rich experience. 

Civilian production at the great Zenith plant 
will promise quick action when the signal is given 
... will result in full speed ahead on “Radionics 
Exclusively.” 


WATCH ZENITH! 


Keep in touch with your Zenith Distributor. He is 
being kept informed on latest factory developments. 


ZENITH RADIO CORPORATION «+ CHICAGO 


RADIONIC PRODUCTS EXCLUSIVELY—_ 
WORLD'S LEADING MANUFACTURER 
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THE NAME TO WATCH IN TELEVISION 


It is not by chance today that 

DuMont Television-Radio Receivers 
are so frequently the first postwar choice 
of discerning dealers. Fourteen years in the 
forefront of electronic progress has made 
DuMont the most important and most 
respected name in this great new industry. 
It was Dr. Allen B. DuMont who gave 
television its first clear pictures with his 


development of the DuMont Cathode-ray 


Tube, the heart of a television set. It was 
DuMont who advertised and marketed the 
first television sets offered in this country. 
And DuMont’s strong patent position is 
your assurance of unsurpassed distinction 
in DuMont peacetime sets. 

Now is not too early to talk over your 
peacetime television opportunities. Write 
us; let us keep you posted on DuMont 


television progress. 


Copyright 1945, Allen B. DuMont Laboratories, inc. 


ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 


TELEVISION STUDIOS AND STATION WABD, 515 


MADISON AVENUE, NEW YORK 22, NEW YORK 
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Florence “Double Testing” Assures 
Dealers of Trouble-Free Postwar 
Models of Ranges and Heaters 


FTER all, the destination of every Florence 
Range and Heater is someone’s home. 
That is where it’s got to deliver satisfaction if 
Florence dealers are to be free from service 
problems. And that’s why, in addition to rig- 
orous tests in the laboratory, Florence post- 
war models are “farmed out” to scores of 
homes—to find out how they perform where 
people live—to discover any little “bugs” that 
will only show up through day by day use and 
abuse in a home. 
In our Merchandise Development labora- 


FLORENCE STOVE COMPANY .. . General Offices and 
Plant: Gardner, Mass. Western Offices and Plant: Kan- 
kakee, Ill. Sales Offices: No. 1 Park Avenue, New York: 
1459 Merchandise Mart, Chicago; 53 Alabama St «ss 
Atlanta; 301 No. Market St., Dallas. 


tories, engineers are testing and improving 
some amazing new Gas Ranges, LP-Gas Ranges, 
Combination Ranges, Electric Ranges, Oil 
Ranges, and Oil Heaters. The best of these 
new models will be tested in homes all over the 
country, where they will receive the hardest 
use under actual operating conditions. 

All this means that when you get the post- 
war Florence Ranges and Heaters they'll be as 
practical . dependable . . . and free from 
service problems as it is humanly possible to 
make them. You can sell them with enthu- 
siasm and confidence—they'll be the kind of 
ranges and heaters that give your customers 
the satisfaction which builds your business. 


FLORENCE 


Ranges - 


The Army-Navy 
above 
- our Gardner fac- 
tory and Kan- 
kakee shell plant, 


for excellence in 
war production. 


IDISINGH ELECTRICAL 
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RCA ... FIRST WITH THE THINGS THAT COUNT 


The history of radio and of the radio-phonograph is virtually a 
history of RCA itself. RCA not only pioneered in developments 
that gave birth to the industry but trom 1919 through to the 
present has consistently contributed the major milestones in 
progress. No less impressive are the many RCA “‘firsts”’ in tele- 
vision. The fact is that two developments of RCA engineers, the 
Iconoscope and Kinescope (the television camera ‘eye” and 
picture tube for the home) were the spearheads in the develop- 
ment of today’s whole electronic system of television. 


RADIO CORPORATION OF AMERICA 
RCA VICTOR DIVISION + CAMDEN, N. J. 
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PERFORMANCE OF RCA EQUIPME} 
WINS ANOTHER FUTURE DEAL 


More proof that RCA engineering leader- 
ship offers greatest promise for postwar 
radio, phonograph and television sales 


6 ben time it’s a letter from a radio man in France... asking 
for an RCA dealership after the war. And so it goes. Men 
who see first hand how RCA equipment stands up under the 
lugging, hauling and shell bursts of front-line fighting — know 
the “inside story” of RCA engineering. 


Engineering like that, they reason, can’t help but build a 
solid postwar business for them. For the real value test of any 
electronic instrument... radio, radio-phonograph or television 
receiver... is the engineering behind it. If it’s engineered by 
RCA it is the best. Radio Corporation of America /eads the 
way...In Radio..Television..Tubes..Phonographs..Records 
Electronics. 


LISTEN TO RCA’s radio program, “The Music America 
Loves Best’’... every Sunday, 4:30 p.m., EWT, NBC Network. 
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BLACKSTONE LAUNDRY 


‘WASHES - DRIES - utomualically 


@ The sensation of tomorrow’s home will be this ers will offer postwar. They will have many sur- 


compact, integrated unit which accomplishes all prises in the more conventional types of equip- 


on 


ica 


ISING 


laundering functions in a space 25x36x93 inches. 
Yes, sir, from soiled clothes hamper to finished 
linen closet the laundry need travel little more 
than an arms’ span. Imagine a factory-built and 
completely-equipped laundry room” occupying 


only 48 instead of 1000 cubic feet! 


And the Blackstone Combination Laundry is only 


one of the finer appliances which Blackstone deal- 
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ment. In fact, theyll have “everything for the 
home laundry”... built with the precision and 
dependability that for 74 years has made BLACK- 


STONE a name synonymous with quality. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


PRODUCT OF 
AMERICA'S OLDEST WASHER MANUFACTURER 
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GIANTS...SORCERERS... DRAGONS 
. . . ENCHANTED CASTLES ... it is 
hard to believe that only four hundred 
years ago grown people took them 
seriously, but they did. Romances of 
knighthood still were the favorite 
reading of the time. 


Then, like a sweep of fresh air 
through a musty room, came the kindly 
laughter of a great book... anda great 
spirit. With the publication of Cer- 
vantes’ “Don Quixote,” the last pre- 
tensions and superstitions of medieval 
“chivalry” fell away. 

The immortal history of the gallant 
but crack-brained knight and his faith- 
ful squire became a best seller almost 
from the moment of its appearance. It 
is still one of the most widely read and 
beloved books today. 


As a half-starved boy in Valladolid, 
Cervantes loved to read. He read every- 
thing he could lay his hands on. And 
unquestionably this life-long habit of 
reading helped to enrich the mind 
from which sprang the book that has 
been called the greatest novel ever 
written. 


Byron said that Cervantes smiled 
Spain’s antiquated “chivalry” away. 
He did more than that. In the Middle 
Ages he gave to the world a book so 
wise, so tolerant, so modern in spirit 
50 immensely human and entertaining 
... that with one stroke it set the pat- 
tern for our time. 

The extraordinary influence of “Don 
Quixote” was due first, to the book speak- 
ing directly to the mind and heart, and 
secondly, being read by many millions. 
Influence is the product of interest mul- 
tiplied by circulation. And the most 
powerful influence is that of reading. 
When you read, you set your own pace 
... Start and stop when you please... go 
back and read again. In no other way 
can you absorb ideas so completely. 


Greatest 
Circulation 
in the World 


Ne 


Most famous episode in Cervantes’ masterpiece is that in which the deluded but ever-lovable knight 


Perhaps in all the history of the written 
word there has been no influence com- 
parable to that of The American Weekly. 
For The American Weekly speaks—not 
once, but 52 times a year—to the largest 
single reading group in America. 

The American Weekly speaks to them 
interestingly and directly of heartbreak 
and happiness ...triumph... tragedy... 
love .. . of the advances of science and 
medicine . . . of the power and beauty. of 
art, religion, literature. 


The American Weekly is distributed 
through a group of great Sunday news- 
papers and read regularly in more than 
8,000,000 homes from coast to coast! 

Can anyone doubt that the manufac- 
turer who associates his product with 
such an influence is tying in with the most 
powerful force in advertising? 


TH ERICAN 


“The Nation’s Reading Habit” 
MAIN OrrFice: 959 EIGHTH AVENUR, NEW YorK 19, N. Y. 
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“T thought I knew all about Timken Silent Automatic. 


“Belore the war, | had one of the best sales terri- 
tories in the country. We led the field more than our 
share. Won lots of prizes—trips, too. Sold a lot of 
burners. Made a lot of friends. 

“Guess we were pretty cocky at times! Who wouldn't 
be when they are selling more merchandise at a 
higher price than 2 or 3 competitors combined were 
selling at much lower prices? But I learned more in 
the last week than I learned in any single vear. 


“Of course, I had seen several Timken national 
magazine ads. I noticed copy in newspapers and trade 
papers, too. But I never knew people were so inter- 
ested in new homes and heating equipment till I saw 
the records of more than 200,000 coupon responses. 


This Timken Silent Automatic Oilfurnace with a Wall- 
Flame Burner will insure lasting satisfaction and comfort in 
this Cape Cod Home. Other Timken Oil-Burning Products 
for homes of all sizes and types will be ready after Victory. 
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I said, “Bovs, 
Pil be back...in a hurry!” 


Returning to the factory for a week’s visit after 
a 22-month Army assignment, T. D. McCarthy, 
T.S.A. District Sales Manager, on leave, said: 


“Then, when I saw literature the factory mailed 
out to help dealers get business during the emergency 
. .. the way the factory helped users . . . the adyice 
given .. . the service tips . . . the fuel conservation 
aids sent out ... I knew I had a lot to learn — then 


Cape Cod Home, designed by Royal Barry Wills. One 
of a number of new homes by leading architects 
featured in Timken Silent Automatic advertising. 


I visited the research lab! Saw the work done on 
new models, new developments, new designs . . . the 
testing, checking, and rechecking to insure Timken 
quality and performance . . 

“I got a peek at postwar plans . . . for selling 
burners, for securing better salesmen, for insuring 
dealer profits . . . and my enthusiasm hit a new high! 
I just couldn’t get the words out quickly enough— 
‘Boys, I'll be back . . . in a hurry!’ I want to tell 
every dealer I contact the full story behind the Tim- 
ken Franchise. I never fully understood it before.” 

Would you like to hear the full story behind the 
Timken Franchise? Write us NOW! 


TIMREN 


Quality Home Appliances for Comfort, Convenience and 


Economy * 20 Years of Faithful Service to American Homes 
Division of THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 
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4 great things from refinements - toa et eat 
And \mont graph Radio and Televisio® Combination® 
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“Quality merchandise in partic- 
ular,” states John T. Urban of the 
Westinghouse Electric Supply Com- 
pany, “will be in great demand in the 
years immediately following the war. 
Of course, there’s an enormous demand 
for electrical goods of all kinds right 
now. But the swing to quality is sig- 
nificant. Today, surveys show that top 
quality electric clocks are high on the 


list of proposed postwar purchases for i. 
inghouse sales branches... 
a national distributor of 
Seth Thomas Clocks. 


the home.” 


John T. Urban, General Appliance 
Manager of Westinghouse Electric 
Supply Company, New York. 


M‘ URBAN is certainly right. Not only is there a demand soon, we hope, conditions will permit bringing out an even 
for quality merchandise, but fine electric clocks are right _ finer, more beautiful line of self-starting electric clocks certain 


there at the head of the list. And the demand is growing. We are _ to win your customers’ approval. 
proud that Westinghouse Supply has made Seth Thomas Electric So keep an eye on Seth Thomas . . . “the finest name in 
Clocks a choice for national distribution for many years. clocks.” We're planning to help you cash in on this postwar 


Here at Seth Thomas we’re keeping a sharp eye on the big _ sales opportunity. That is why we believe the franchise for dis- 
market for fine, top quality electric clocks. New designs are _ tributing Seth Thomas self-starting electric clocks will be one of 
ready. Our plant can start production at amoment’s notice. And _ the most valuable assets a distributor can have. 


thew Seth Thomas self-starting electric clock designs 


Streamlined electric clock for modern, streamlined Attractive self-starting electric alarm—the Seth Thomas A superb model in green onyx and Lucite—the 
kitchens—the Seth Thomas “Spray.” “Echo” in rich walnut case. electric Seth Thomas “Bolero” for desk or table. 


Seth Thomas Clocks, 


Thomaston, Connecticut. A 
division of General Time 7 Z 

Instruments Corporation. 

SETH THOMAS IS REG. U.S. PAT. OFF 


ELECTRICAL MERCHANDISING—FEBRUARY, 1945 PAGE (5 


fl “1T7’S SETH THOMAS QUALITY FOR US,” 
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Seth Thomas Electric Clocks 


She says to blazes with the chinaware — this is a SESSIONS Clock!” 


EOPLE who own a good clock today have 
P reason to be mighty proud —and that’s the 
way Sessions intends to keep it when the new 
Sessions line makes its bow! 

Extra quality materials — spirited styling — excit- 
ing innovations — these sales-rousing features of 
modern clock craftsmanship will be yours for 


continuous profit from the moment Sessions Self- 


Starting Electric Clocks hit the waiting market! 

The keynote of the whole line — from electric 
alarm clocks to the classic Westminster Chime 
models — will be pride of ownership. Your sales 
will be accelerated by a national advertising and 
merchandising drive on every city and town — your 
community — your customers. The Sessions Clock 


Company, Forestville, Connecticut. 


essions (locks 


"The House of Westminster Chimes” 


t 
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DISING 


IN AMERICA’S 39th 


MONTH OF THE WAR 
Reconversion has gone back on the shelf. 


All over America war factories have new marching 
orders. Factories that had practically closed are re- 
opened. War orders on the verge of being canceled are 
augmented. Night shifts are called back to work. 
New factories are building. 


The Hoover Company, for example, is requested to 
equip and operate a new fifth plant in Town X. This 
is not for Hoover vacuum cleaners. It is for future 
war needs... and it cannot even be in full production 
for many months. 


At this writing, in this 39th month of the war, we 
at Hoover— 


want to load the guns our boys are shooting 
with ...not ‘jump the gun’”’ on what they’re 
fighting for. 


More of everything is needed. 


More guns 

More shells 

More fuzes 

More trucks 

More tires 

More planes and tanks 
More of all the tools of war 


But—does Hoover have no Post-War plans? 


Many people have asked—what kind of cleaner will 
the post-war Hoover be? How much will it sell for? 
When will it be ready? 


Our models are set. Our dies are ready. There will 
be a new Hoover Cleaner which has been completely 
engineered and tested. 
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But our only answer today is— 


When we can count for certain on a Post- 
War... Then you can count for certain on 
Post-War Hoover Cleaners. — 


Then we promise to have for the dealers of Hoover, 
the users of Hoover and the workers of Hoover a 
Post-War Plan and a Post-War Hoover Cleaner that 
will be worthy of the Hoover name. 


THE HOOVER COMPANY. ... North Canton, Ohio 


Hamilton, Ontario, Canada 


HOOVER 


It beats...as it sweeps...as it cleans 


rm The Army-Navy "E" award received 
four times for high achievement in the 
production of essential war equipment. 
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TRANGE goings-on, indeed, in the third floor knick- 
knack department! 


But, hold everything. 


The customer's not doing a Lady Macbeth sleep- 
walking scene. 


She’s simply drawn—as if by a magnet—to one par- 
ticular item. 


And why? Because it carries the Good Housekeeping 
Guaranty Seal. 


That'll happen, time after time. 
A woman will be wavering between several products 


Good 


Housekeeping 


The Homemakers’ Bureau of Standards 


there magnet 
the shop 


that look similar. 


But if one of those products carries the Good House- 
keeping Seal it will help her decide—fast! 


For she’s come to depend upon that seal as evidence 
of dependability. 


To her, the seal means: “This product has been in- 
vestigated and it comes up to specifications.” 


We've made it our business—at great cost and pains- 
taking effort—to implant that idea firmly in her mind. 


She believes in the Good Housekeeping Seal because 


she knows 


by 
Good Housekeeping 
for DEFECTIVE OR 


we give this seal to no one — 
the product that has it, earns it. 


FEBRUARY, 
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This Emerson Radio Dealer is nailing future 
Customers Now- with the P.D.0. Plan 


DEALER FRANCHISE © 


The plan that pulls prospects into his store—now. The plan that . 
cements sales now for future profits. The plan that brings in the 
finest kind of store traffic—made up of people who buy available 
merchandise and radio service. 


The Emerson Preference Delivery Quota Plan 


And it is offered — Free —by Emerson Radio to help alert radio dealers. 
Learn how to use it profitably. Fill in the coupon. 


/ 
EMERSON RADIO AND PHONOGRAPH CORP., New York 11, N.Y. 


MAIL COUPON, attached to your letterhead for com- 
plete details of Emerson Radio's spectacular P.D.Q*Plan, 


Emerson Radio & Phonograph Corporation, 
Room 1363—111 Eighth Ave., 
New York 11, N.Y. 


I want to know all about your P.D.Q. Plan for 
retailers. Send me the information — Free — that 
will tell me how to build business. 


Name of Individual 
Name of Store 
Street 


City State. 


Television 
EMS bed 


Great Engineering Ideas In Small Packages ...Compact, Efficient, Fine| 
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REDEDICATION 
An Obligation to Our Fighting Men 


uRING the last few weeks we have been forcibly 
reminded that so long as we still are fighting 
either of our major foes, first claim upon the 
productive resources of the United States—its manpower, 
materials, utilities, and industrial facilities—must be the 
production and delivery of munitions and war supplies. 
All other claims are secondary. No responsible citizen 
would have it otherwise. For in this war even more is 
at stake than our existence as a Nation. We dare not 
forget that we are engaged in a struggle that challenges 
the fundamental values upon which our civilization has 
been built. 

It is not easy to list the values that we are fighting to 
uphold. They have been clothed in a variety of shapes 
over the centuries. They will assume new forms in the 
years ahead. But they have an inner consistency that 
free men the world over can feel and recognize: the 
right of the commoner against the noble, the right of 
the individual against the state, the right of trial by 
jury, the right to vote, the right to an education, the 
right to freedom of speech and worship, the right to 
work in a sphere of one’s own choosing, the dignity and 
the equality of the individual under the law—these are 
our cultural heritage, painfully won and often precari- 
ously held over the ages, always to be rewon, redefined 
and buttressed by each succeeding generation of men. 

The preservation of this vital core of value, and its 
transmission to our sons and daughters depends upon 
our victory in this struggle. So those things which are 
essential to victory must come first. And since the pro- 
duction of war munitions in overwhelming volume and 
quality can hasten that victory and save countless lives 
of our fighting men, no effort that will contribute to 
this end should be regarded by us as a sacrifice. 


* 


The present is no time for self-congratulation upon 
our achievements either in the theatres of battle or of 
production. The mounting casualty lists should suffice to 
curdle the savor of any such indulgence. The most that 
can be said in reasonable taste and good conscience is 
that performance in both fields is such as to warrant our 
firm confidence that we can carry to successful com- 
pletion the tasks that remain to be done. 

Nor is there profit in even observing, much less de- 
ploring, that the tasks ahead are more formidable than 
those which were defined for us a few short months ago. 


Then, all of us—military leaders, government officials, 
workers, and business men—were riding a crest of opti- 
mism as to an early end of the war in Europe and as to 
the character and dimension of the war against Japan. Al- 
ready we had begun to turn anxiously toward the prob- 
lems of reconversion which then seemed so near at 
hand. Schedules for war production, based upon the 
best available estimates of need, called for a 5 billion 
dollar reduction from 1944 performance, even though we 
might have to continue a two-theatre war, and for a 
40 percent reduction in the event of an early victory in 
Europe. 

Today, those forward estimates have been revised 
sharply upward. That is true both of the 1945 require- 
ments to meet the needs of a two-theatre war, and of 
requirements for the Pacific war once the European 
phase is ended. For this upward revision four chief 
reasons are responsible: 


1. European battle experience has shown markedly 
greater use of expendable munitions than was pro- 
vided in the formulae upon which our original pro- 
duction schedules were calculated: the result has 
been a depletion of inventories on a scale that would 
become dangerous if allowed to continue. 

2. Experience has also demonstrated the need for new 
types of weapons or increased complements of some 
existing types to match new enemy equipment or 
tactics. 

3. A less easy optimism as to the early ending of the 
European war has given rise to a growing disinclina- 
tion to gamble on the approximate date. 

4. An increasing conviction prevails that the war against 
Japan may require ground-army operations on the 
Asiatic mainiand on a scale greater ‘than originally 
premised. 


But if these changes in the fortunes and outlook of 
war have raised our estimates of military requirements, 
may not subsequent favorable changes in the military 
situation cause them again to be revised downward? It 
is entirely possible. But our military men have learned 
that they cannot safely discount what might desirably 
happen as something that will happen. Those working 
on the production front also must learn that lesson. For- 
tunately, the record shows that we have been able to 
maintain a war production almost equal to that of the 
rest of the world combined, even while we produced for 
civilian use on a seale that has been large even by our 
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own pre-war standards. So we have ample margin to 
whip whatever war job may be required of us. As now 
defined, the task will not be easy. But it can and will be 


done. 
* 


What, then, is the production task with which we are 
charged? Our 1945 production for the two-theatre war 
now calls for the substantial maintenance of the over- 
all levels reached in the latter months of 1944. But there 
is a shift of emphasis. Almost half of the programs for 
specific equipment items are declining. A few are sched- 
uled to hold level. About 45 percent are scheduled to 
rise sharply. That means that workers and facilities must 
be shifted to man the expanding programs. At the same 
time the armed services are calling for many more men 
than can be supplied from those who become newly eli- 
gible to the 18 year old age group. That means further 
drafts upon war workers. It means also replacements 
for them when they are taken from the expanding pro- 
grams. Finally, events demand that we produce as much 
as possible of many items during the first half of 1945. 

Our task, then, is one of intensified effort for the im- 
mediate future, with multiple readjustments at a stage 
when adjustments are hard to make. Materials for which 
demand was easing as pipe-lines were being drained in 
anticipation of falling schedules again are tight as the 
pipe-lines are being refilled to meet augmented require- 
ments. Men, women, and facilities must be shifted from 
less essential to more essential tasks. What must be done 
will be done. But unless there is much voluntary accom- 
modation, it will be necessary for us to suffer a formid- 
able amount of governmental direction which none of us 
likes, many of us deeply resent, and all of us, when per- 
sonally affected, volubly protest. The more we police 
ourselves, the less we shall be policed. 


Even after Germany has been defeated, we shall still 
face a far from light production requirement to continue 
the war against Japan. As currently defined this phase 
might require war expenditures at something like $70 
billions a year, an over-all reduction of approximately 
20 percent from the $89 billions spent in 1944. Reduction 
in munitions output would be somewhat greater, prob- 
ably from 25 percent to 30 percent below 1944 levels. 
But it is important for us to acknowledge that the re- 
duction is going to be substantially less than the 40 
percent previously estimated. 

Only a few months ago there were those who ques- 
tioned sharply the possibility that we might need 60 
percent of current munitions output to win the Japa- 
nese war. Now the judgment of the military is that 70 
percent will be none too high. 

Actually the latter level would represent an increase 
of little more than 50 percent above what how is being 
produced for the Pacific area. This, certainly, is a mod- 
est estimate when we reflect that we shall inevitably 
more than triple the Army forces assigned to that 
theatre. 


Such a program probably would give us a current mu- 
nitions supply from three to four times that produced by 
Japan, but it is believed that we shall need that much 
to compensate for the advantages derived by Japan from 
the fact that she will be fighting a defensive war, from 
the volume of her accumulated stores, from her pre- 
pared positions, her shorter lines of supply and trans- 
port, and from her large troop reserves, the bulk of 
which we have yet to meet in battle. Certainly our pres- 
ent 3 to 1 production edge over Germany does not ap- 
pear to be excessive. 

The more modest V-E Day cuts contemplated by the 
present plan will mean a less acute reconversion prob- 
lem when they are made, but will leave a greater one 
to be met at the end of the war. They will mean prob- 
ably a net increase of not more than 4 million workers 
available for civilian work during the transition period. 
Their orderly absorption should present no embarrass- 
ing problem. Indeed, we now are warned by Washington 
that war production following V-E Day may require 
the protection of considerably closer control than was 
contemplated under the 40 percent cuts previously 


expected. 
* * * 


In short, we face for the immediate future a more 
difficult production job. It is made the more formidable 
by the fact that we had dulled the keen edge of our 
will to produce by our premature expectation of a re- 
duction in requirements. Now we are told that the trend 
of war production for the immediate future is up, that 
it is unsafe to discount the date of victory in Europe, 
and that the amount of leeway for reconversion after 
the defeat of Germany is less than had been anticipated. 

Accordingly, we must rededicate ourselves to the task 
of driving war production up. We must do without some 
of the things that we have enjoyed on the civilian front 
rather than demand more of those things; we have still 
to devote our abilities and energies first and foremost 
to the demands of war. 

Whatever will assure and hasten victory must have 
first place in any statement of American policy. 

Without victory, our aims, and the underlying values 
upon which they are based, will be extinguished, blotted 
out by the opposing aims and values proclaimed by our 
enemies. 

The needs of our fighting men must be put first. For, 
unless we win the war, the National aims and policies of 
the United States will cease to have meaning in the 
world. 


President, McGraw-Hill Publishing Co., Inc. 
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Many contractor-builders are under the impression that they 


will be able to buy and sell appliances wholesale in post-war 


. Sound practice calls for exclusive dealer selling... A 


problem that should receive wide discussion to avoid a 


serious disturbance in post-war major appliance distribution 


By C. M. DAVIDSON 
Davidson & Co., 
Miami, Fla. 
AM opposed to manufacturers and problem should be brought out into the _ tributors, dealers and builders favored offer their suggested solutions. At the 
distributors selling major electrical open and widely discussed mow so and requested these changes Congress very least such a discussion would 
household appliances direct to that definite conclusion can be reached and FHA would undoubtedly concur. allow all of us to enter the postwar era 


builders. As a matter of fact, | am op- 
posed to them selling these appliances 
to any private individual or concern 
except through their authorized deal- 
ers. This is a hot subject. It’s full of 
dynamite. Most dealers are opposed to 
direct sales to builders. If we do noth- 
ing about it now it may explode later 
and there will be casualties. 


One thing seems apparent. This 


before postwar selling starts. All 
sides should have an opportunity to 
express their views. Then the leaders 
in our industry should establish a defi- 
nite, well defined policy and work to 
that end. This policy might call for a 
revision in some of the FHA regula- 
tions covering the financing of these 
appliances with the home, byt if a 
majority of the manufacturers, dis- 


Needs Thorough Discussion 


If we can get this subject out into 
the open and have a thorough public 
discussion we may be able to reach an 
amicable conclusion for all concerned. 
A satisfactory conclusion will only 
come if a large number of manufactur- 
ers, distributors, dealers and builders 
publicly express their opinions and 


A-1 


imc 


APPLIANCE 
OISTRisB VTERS 


"Many builders are under the impression that they will be able to buy electrical appliances wholesale when full production is 


resumed, 
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Many do not expect to confine their purchases to appliances for the homes they build, but expect to operate out 
of garages on an '| can get it for you wholesale basis. 


FEBRUARY, 


knowing where we stand and what 
to expect. 

There has been so much written and 
spoken about the postwar demand for 
electrical appliances that some may 
have formed the opinion that the fu- 
ture outlook resembles a bed of roses 
without thorns and that there is noth- 
ing in view to adversely affect this 
picture. While I am a firm believer in 
the future success of our industry | 
also believe that a blight may be de- 
veloping in our rose bed which, if it 
is not treated and checked immediately, 
may destroy our rosy picture and leave 
deadwood and ugly scars. This blight. 
in my opinion, is the distorted idea 
that many builders seem to have in re- 
gards to the postwar sale of major elec- 
trical appliances. 

Through articles appearing in archi- 
tectural and builder publications many 
builders have been led to believe that 
any builder will be able to purchase 
major appliances at wholesale after 
the war. Some manufacturers have 
encouraged this belief. I believe that 
such a policy would seriously disrupt 
the industry, but the problem cannot be 
easily or quickly judged as there are 
arguments for both sides. 


Builder Survey Made 


Several weeks ago some friends told 
me of the plans of certain local build- 
ers to sell major electrical appliances 
after the war. These rumors were very 
disturbing, but as they were only 
rumors I decided to determine the 
actual facts to the best of my ability. 
I was quite aware that the builders 
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“Appliance dealers do not want to fight the home builders. They should be the closest of friends and cooperate with each other. . . 
| believe that local dealers can do a better job selling local builders than the manufacturers, if the dealers are given an incentive .. ." 


would not take me into their confidence 
on this matter so I arranged an under- 
cover survey through mutual friends. 

The results were startling. Practic- 
ally all home builders were under the 
impression that they would be able to 
purchase major electrical appliances 
wholesale when full production is re- 
sumed. Many did not expect to confine 
their purchases to appliances for the 
home or homes they expected to build, 
but expected to operate out of their 
garages on an “I can get it for you 
wholesale basis”. 

Now I do not think that our leading 
manufacturers have any idea of allow- 
ing their merchandise to be sold on this 
basis, but the important fact is that 
the majority of builders in my area are 
under this impression. Certainly the 
appliance dealers do not want to fight 
the home builders. They should be the 
closest of friends and cooperate with 
each other. However, unless this 
question of “What is a Builder” is 
cleared up very soon once and for all 
there is likely to be widespread dis- 
sension among manufacturers, distrib- 
utors, dealers and builders. This can 
and should be prevented by immediate, 
widespread public discussion of this 
problem. 


Dealers Render Service 


I have made a considerable financial 
sacrifice to keep my exclusive appliance 
store open during the war in order to 
tender service and build up good will. 
This is of immeasurable benefit to 
manufacturers. I still have six to 
‘welve months of hard sledding ahead. 
‘we have learned anything from this 
War it is that the degree of sticcess of 
Manufacturers will depend to a great 
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extent upon the ability of their dealers 
to render good service. Postwar serv- 
ice standards should be considerably 
above prewar standards, but even on 
the basis of prewar standards service 
in the postwar era will cost the dealer 
a greater percentage of his gross profit. 
Therefore, an improved service will 
cost an even greater percentage of 
gross profits. There is little likelihood 
that dealer discounts will be increased 
to cover this added expense. In fact 
there has been some talk of reducing 
some discounts. How then can the 
dealer expect to make a profit? There 
is only one sure solution. He must 


sell a considerably larger number of 
appliances than ever before. In my 
opinion the only way to accomplish 
this is for the manufacturers and dis- 
tributors to channel all sales through 
their dealers and for them to see that 
their dealers get full discounts on all 
sales. 

Some will contend that FHA regu- 
lation will not permit home appliances 
to be included in the mortgages at full 
retail prices. I contend that these regu- 
lations can and will be changed if the 
facts are properly presented to Con- 
gress and the FHA. There is no more 
reason for this regulation than there 


dising.” 


EDITOR'S NOTE 


Readers will recall the stimulating article, "One Dealer's Post-War 
Plan," published in the October issue of "Electrical Merchan- 
In the accompanying article, Mr. Davidson takes up 
the widespread interest in the Complete Home Plan under which 
complete kitchens and laundries might be installed in new homes 
and financed under the FHA 20-year realty mortgage. He believes 
that local dealers can do a better job selling this equipment to 
local builders than the manufacturers and particularly a better 
service job if they are provided with the proper tools and incentive; 
that local dealers are in a better position to judge which builders 
are eligible for discounts than out-of-town distributors or manu- 
facturers. "Electrical Merchandising’ has consistently upheld this 
view. For a review of the background of this discussion look up 
the articles "The Dealer's Stake in Post-War Building,” published 
in the July, 1944, issue and "Long Terms for the Buyer—Cash for 
the Seller," in the issue of September, 1944. 
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would be to a regulation providing that 
the cost of the roof could not be in- 
cluded except at below a roofer‘s regu- 
lar price. There are very few roofs that 
do not have to be repaired or replaced 
within the 25 year FHA limit. In fact 
few roofs last over 10 years and it has 
been definitely established that the life 
of most major household appliances is 
10 vears. Why then this unfair restric- 
tion on household appliances? ‘There 
has been much talk of the government 
regulating prices for some time after 
the war ends. There has been talk of 
including a floor price (lowest price) 
as well as a ceiling price (highest 
price). It would be quite paradoxical 
of the government, on the one hand, 
set the retail selling price and, on the 
other hand, would not allow the appli- 
ances to be sold at these prices where 
they were included in FHA (govern- 
ment) financing. 


Gas Competition 


Some manufacturers of electrical 
appliances will also contend that if they 
do not take this business direct the gas 
industry will. Recent surveys by na- 
tional home publications tend to dis- 
prove this contention. These maga- 
zines show a definite swing toward 
electric ranges. Many appliances such 
as home freezers, automatic clothes 
and dishwashers, etc., have not been 
successfully developed for gas opera- 
tion. It is not economical to operate 
some appliances by gas and some by 
electricity in the same kitchen as 
neither would operate in the low cost 
bracket. It’s cheaper to go all electric 
or all gas and they can’t very well go 
all gas. 

In my opinion, the future prospect 
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"Kitchen planning is essentially a dealer's job . . . They should be ‘tailor-made’ to 


the individual requirements of each customer 
this than manufacturers or distributors . . . 


for the “package kitchen” has been 
greatly over-rated. McCall's Magazine 
recently issued a report on the results 


of their kitchen contest started in 
November 1943. This report stated 
that most of those reporting were 


happy about their ranges and refriger- 
ators and that the highest discontents 
were with preparational and storage 
facilities—counters, storage units, and 
kitchen layouts. 

I have also made a comprehensive 


study of postwar kitchen problems 
during the past 18 months and I am 
convinced that housewives will be just 
as opposed to “set” kitchen designs 
as they would be to all wearing the 


same hat or dress. A women considers 
her kitchen as her “castle”. She wants 
to plan it herself to meet her individual 
requirements. She wants to express 
her individuality. She doesn’t want 
ten friends saying, “Oh, your kitchen is 
just like mine” any more than she 
wants these same friends saying, “Oh, 
your hat is just like mine”, 


“Planned” Kitchens 


] think it’s a mistake for manufac- 
turers to believe that a dozen or so 
“planned” kitchens will solve the 
builder problem and I believe it would 
be nothing less than folly to leave the 
kitchen planning to the builders. Most 
builders would be as much at home in 


or designing a kitchen as a bull in a 
china shop. ‘This is essentially a deal- 
er’s job and my postwar plans are being 
built around the necessary facilities to 
“tailor make” every kitchen to the in- 
dividual characteristics and require- 


ments of ny customers. 
ties will be 
tects 


These facili- 
available to all local archi- 
and builders and I believe I can 
lo a much better local job on this than 


the manufacturer or distributor. Ina 
future article in ELecrricaL Mercu- 
ANDISING I| will outline these facilities 
and explain why | am confident I can 
do a bette: job selling builders and 
architects than the manufacturer or 


distributor. 
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. .. Dealers can do a better job on 


I have stated that postwar servicing 
is going to cost more than prewar 
servicing and I don’t think this state- 
ment will be questioned. It will, I 
believe, be impossible to make a profit 
on service if prices are reasonable and 
customer satisfaction is maintained. 
Therefore, 1 plan to limit my postwar 
service to my own customers for the 
simple reason that I don’t want to lose 
any more money on service than neces- 
sary. I believe most dealers will ‘find 
this to be expedient. Who then will 
service the equipment sold by manu- 
facturers-builders? If the manufac- 
turers attempt to maintain a service 
organization for this purpose they 
would find it cheaper and better to let 
the dealers handle this business and 
assume the responsibility of the serv- 
ice. Someone will have to demonstrate 
these kitchens (not once, but several 
times) and render satisfactory service 
or the whole idea would boomerang. 


New Appliance Acceptance 


On the other side of the picture is 
the contention that the sale of a large 
number of all electric kitchens through 
builders would hasten public accept- 
ance of many more or less new appli- 
ances such as the automatic clothes 
washer, automatic dishwasher, home 
freezer, etc. They claim this would be 
excellent advertising for the manu- 
facturer and an indirect help to the 
dealer. But if these appliances are 
sold to builders will it be possible to 
clearly define which builder is eligible 
to purchase at wholesale and which 
builder is ineligible? Surely, the 
builder who builds only one or two 
speculative houses per year should not 
be eligible. But how can this problem 
be defined ? Some months ago a builder 
received a government permit to build 
100 homes for war workers in this 
area. The government regulation pro- 
vides that two-thirds of the homes built 
must be rented to war workers and one- 
third may be sold outright to war 
workers. This contractor took out a 


building permit for 100 homes, but 
sold outright all the first homes he 
built and refused to rent any. When 
war workers complained he was called 
up for questioning before the local 
board. He stated that the government 
regulation did not state that he must 
rent two-thirds of the houses as built. 
Therefore he proposed to sell the first 
thirty-three houses and rent the bal- 
ance. The board acquiesced. The net 
result will be that the builder will only 
build and sell thirty-three homes. The, 
rest will never be built. This is just 
one example of how difficult it would be 
to definitely define in advance what 
builders would be eligible to purchase 
appliances at wholesale. The mere tak- 
ing out of a permit for 100 homes does 
not mean that they will be built. 

The most logical solution of this 
problem that I have heard to date was 
offered by an executive of a large 
power and light company. This man 
has been able to study this problem 
from an unbiased position because his 
company does not sell any appliances 
whatsoever, yet it is extremely inter- 
ested in the load factor and wants to 
promote the sale of all electric appli- 
ances and the all electric kitchen in 
every way possible. He believes that a 
strong dealer organization is absolutely 
necessary if the industry is to grow 
and prosper. He recognizes the ad- 
vantages of having builders install all 
electric kitchens in the homes they 
are building for sale and thinks that 
such a plan would provide good adver- 
tising for the manufacturers. There- 
fore, he proposes that all builders 
should purchase all appliances exclus- 
ively from dealers, and that if a dis- 


count is necessary, the manufacturer 
distributor and dealer should each con 


tribute equally. He also believes th: 
success of the industry depends upo 
dealers rendering satisfactory servic: 
to the consumers. He also thinks there 
is room for considerable improvement 
in this field and the best way to im- 
prove customer service is to channe! 
all sales through the dealers so they 
can afford to render better service. 


No Cure-All 


To me this is sound logic, but it is 
not my intention to attempt to offer 
a “cure all” for this problem. I do 
believe we dealers are confronted with 
a “cure-all” for, this problem. I do 
believe that local“ dealers can do a 
better job selling local builders than 
the manufacutrers if the dealers are 
provided with the proper-tools and in- 
centive. I do believe that individually 
designed kitchens will help to sell 
speculative homes and that “set”, simi- 
lar kitchens would hinder sales. I do 
believe that local dealers are in a 
better position to judge which builders 
are eligible for discounts than out of 
town distributors or manufacturers. 

In a recent article in ELecrrica. 
MERCHANDISING I mentioned that | 
was apprehensive of this builder prob- 
lem. However, I stated that my ap- 
prehension is that the problem will not 
be recognized in time to prevent a seri- 
ous disturbance in the industry. Once 
it is recognized I believe it will be 
solved. This article is just one man’s 
opinion. I don’t pretend to know it 
all. I hope this article will help to 
focus attention upon the issue and 
that wide public discussion will result. 


", .. The degree of success of manufacturers will depend to a great 

extent on the ability of the dealer to render good service . . . If the 

manufacturers attempt to maintain a service organization for this 

purpose they would find it cheaper and better to let the dealer 
handle this business and assume the responsibility . . ." 
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DISING 


Looks 
The F.H.A. 


Not enough tie-up between manu- 
facturer and installing and servicing. 


Notes on a talk by 


RAYMOND M. FOLEY 


Michigan State Director 
Federal Housing Administration 


F the march of a million new homes 
per year takes place after the war, 
as optimists opine, a lot of the 

financing is going to go through the 
hands of the Federal Housing Admin- 
istration. Therefore, it behooves those 
who expect to equip these new houses 
with electrical appliances to get the 
drift of FHA thinking, what is liked, 
and what is not. 

A fountain of information should be 
found in the speech of Raymond M. 
Foley, Michigan state director, made 
recently before the Indoor Climate In- 
stitute. He is a veteran of this organi- 
zation and his remarks may well have 
a wide bearing on general FHA think- 
ing. 


Equipment Failure 


“In Michigan we have insured 
mortgages on approximately 100,000 
homes ;” he says. “Approximately 75 
percent of those were new homes. In 
the Detroit metropolitan area approxi- 
mately 85 percent of all standard new 
construction of a residential character, 
in the usual price brackets, has been 
under the inspection of the Federal 
Housing Administration, and we have, 
therefore, had a great deal of experi- 
ence not only with the construction but 
with the performance. 

“Structural matter provides very 
little of a problem for us after the house 
is occupied. We do have problems of 
wet basements, in our soil conditions; 
we do have occasional leaking of roofs; 
we do have occasional failures of paint. 
What causes the most frequent com- 
plaint is the failure of what I 
might call the equipment of the house 
to come up to the expectations of the 
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purchaser. That does not necessarily 
mean that the equipment, particularly 
the heating and cooling equipment, has 
failed to come up to the expectations of 
the installer, or even the expectations 
of the manufacturer, but it does mean 
that very frequently there has been a 
job of overselling of the equipment 
furnished. 

“There has not been close enough 
relationship, tying up the manufacturer, 
the original selling to the trade, and 
the actual installing and subsequent 
servicing, particularly of what is called 
your price line. 

“It was true in the past, and I think 
in the immediate period after the war 
it is quite probable that the great mass 
of the public will have to buy houses in 
a price bracket which will not permit 
installation of all of the things that 
have been talked about in the way of 
new equipment, new appliances, new 
departures, at the quality range of 
prices that prevailed under limited pro- 
duction of the past. 

“I think you should keep in mind that 
there has been some overselling of 
what it is going to be possible to pro- 
vide to that average home purchaser, 
at the price the average home purchaser 
will be able to pay, in the years directly 
following the war. 

“There has not been a close enough 
connection between the actual installa- 
tion and the production. 


Manufacture vs. Installation 


“T have in mind one particular heat- 
ing experience we had in which several 
hundreds, of units of a newly-devised 
system (which our engineers and I be- 
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EQUIPME 


As Mr. Foley addressed the Indoor Climate Institute 


lieve is essentially all right, but was 
adapted to meet war conditions) were 
installed in houses built in the war pro- 
gram. They have failed in an alarming 
number of cases. It was presented by 
its manufacturer as a system which 
could be expected to perform satisfac- 
torily in the modest house. We have 
been laboring with that, locally and 
nationally. Unfortunately, up to this 
time, with the winter heating season 
just around the corner, a solution has 
not been finally reached. At least the 
correction has not taken place. But, 
when we examine it we find that 
fundamentally the disposition is to 
separate manufacture from installation 
and to blame upon installation, or upon 
some other factor, all that has gone 
wrong, and to rely finally upon the old 
manufacturer’s guaranty, ‘I will re- 
place parts manufactured by me which 
are defective.’ The replacing of a 
defective part in a system which itself 
has failed is of no great benefit to the 
public. 


Heating Installations 


“Our experience reveals that in gen- 
eral architects of small houses have 
given too little attention to the installa- 
tion of heating in the past, as distin- 
guished from the choice of the type of 
appliance. So generally was that true, 
and so frequently are these small houses 
built without any architectural super- 
vision, that something more than a year 
ago we found it necessary in this field 
to require that there be furnished to us 
a layout of the heating with the plans 
of a house proposed to be built under 
our assuring system. There had been 


a layout of the heating in the hands of 
the contractor, but ordinarily not in 
the hands of the builder. The heating 
contractor moved in when framing was 
all done, and had to adapt his system 
then to the situation. He often found 
that adjustments had to be made which 
made it impossible for the heating sys- 
tem you have provided to deliver even 
what you expected to be delivered by 
your price line. 

“One of the chief causes of complaint 
from the home owner, after occupancy 
of a house, is the failure of his heating, 
cooling or combination system to per- 
form as he believed it should, and it is 
one of the most difficult things to be 
corrected after the fact. 

“T am interested too in noting that 
you are thinking of the great amount of 
new building the public is going to de- 
mand, which has been variously esti- 
mated up to a million houses a year. 


Modernization Important 


“There are millions of houses that 
are occupied and must continue to be 
occupied for many years to come. I 
think it is a mistake to devote our 
efforts entirely to creating better com- 
fort and better health conditions for 
those persons who can acquire a new 
home, to the complete ignoring of the 
tremendous modernization program 
which is just over the hill when we get 
out of the war. A vast inventory of 
houses that we have now, particularly 
in regard to heating, are certainly very 
inadequate. 

“In the prewar period a house, in 
about the $8,400 bracket, which would 

(Continued on page 70) 
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In a Self-Selection Department 


Public 


> 
? 


1 This picture tour of the Self-Selection Record Department at Bloomingdale's, New York 
department store, first catches our customer (Judith Chenkin) as she enters this modern 
department in which more than 500 albums are appealingly displayed. 


ECORDS are viewed by some 
R realistic moguls within the in- 

dustry as on the threshold of 
zooming into triple the retail sales vol- 
ume ever before registered. Mean- 
whilk the hot-moving black discs 
already are buttering the bread of 
many an appliance and radio dealer. 
While the bread itself, in most cases, is 


being earned the hard way—with over- 
long hours at the lightly-manned repair 
bench, tor one example—the butter- 
ing often comes almost automatically 
through a seli-selection system of mer- 
chandising which accords the records 
about an 80 percent chance to sell 


themselves without much pressure 
either by or on the dealer. 

Records thus stack up high on the 
board listing allied products with an 
inviling post-war future. Equally im 
portant, they’re doing a smart job 
right now for many an appliance and 
radio dealer who heeded the demand 
of the public for a modern record 
departnient. 


Visual Merchandising 


No matter how you slice it—you can 
call it visual merchandising, functional 
selling, self-selection or any other name 
—this modern method of boosting sales 
in the record department boils down to 
self-service. It’s not the simple self- 
service of a grocery super market, 
however, because a successful record 
operation still requires the presence 
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on the floor of a capable sales hand or 
two qualified to swing into personal 
suggestive selling the moment any 
customer presents the slightest open- 
ing. 

This combination, self-service backed 
by suggestive selling, definitely is the 
answer to a paying record department 
for the average dealer. That’s the way 
said moguls of the industry feel about 
it and that’s exactly what those dealers 
out on the selling front, who already 
have tried it, now have to say. 

\s for presenting concrete proof in 
cold figures, readers may recall we did 
that in our July issue in a report cover- 
ing the operation of a New Jersey 
dealer who in 1941 started a record 
department in a six-foot case almost 
hidden in a rear corner of his appliance 
center, then watched its wartime sales 
curve climb from a lean 3 percent of 
the store’s gross business that year to 
an amazing 70 percent of the total dol- 
lar volume by the end of 1943. During 
that year, records put $29,000 in the 
till. Last year the discs rolled off the 
racks 2() percent faster than in 1943. 
Although the department has taken 
over one entire side of this store, about 
70 feet deep, for the duration, the same 
young lady whose first exposure to the 
record business only dates back to that 
original six-foot fixture now is swing- 
ing this spacious, modernized depart- 
ment very nicely. In fact, with one 
assistant, she handles all store traffic. 


After leisurely drifting through the department's main room where she scans the racks of 
popular best-sellers, then, at the doorway of Room 2, she sees a directory sign listing 
classical piano albums—of which she is particularly fond. 


Merchandising the discs through a self-selection lay-out does not eliminate suggestiv® 
selling, intelligent attentiveness and the assistance of an experienced record salesperso”. 
Here, Harold Drayson, department manager, helps our customer choose an album. 
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Modern packaging, plus suggestive sell- 
ing, is carrying disc business to new 
highs, dealers say.—Here is the experi- 
ence of Bloomingdale's New York de- 


‘partment store. 


By LANSDELL ANDERSON 


Any skeptic who brands this particu- 
lar record operation a one-in-a-thou- 
sand illustrative case is due for a rude 
awakening if he takes a short spin 
around the territory. He can’t help un- 
covering a goodly number of others 
now well on their way to doing a some- 
what similar job. Except by playing 
the self-service angle to the limit, how- 
ever, it hardly would have been pos- 
sible for that Jersey dealer to make 
such a startling showing. 

Who originally introduced self-ser- 
vice selling into the retail record busi- 
ness? When was it started? Those 
are controversial questions we can skip 
here. But it is of interest to know 
that several of our most progressive 
department stores across the country 
went for it in a big way about two 


years ago. It is still more important 
to learn they are sticking assiduously 
to it while some of the chains, mail 
order retail branches, and many other 
department stores, along with a host 
of independent dealers, now are con- 
tentedly cooking on the same burner. 

This prompt widespread duplication 
by so many others is a compliment to 
those department store execs who first 
threw their old time conventional rec- 
ord departments into the discard and 
merchandised the platters to the public 
by this modern method. Those boys, 
by the way, are famed for figuring 
with a sharp pencil and they invariably 
have a wastepaper basket handy for re- 
jected blue-sky dreams. The instant 
one of their pet promotions fails to 
pan out strictly as advertised in advance 


4 Eight air conditioned booths in corners of the three smaller rooms devoted entirely to 
classical music, provide ample listening facilities for this division of the department. 
While one customer, now in Room |, plays a record, another selects a symphony. 
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on the blueprint, it’s on the skids. Ob- 
viously, therefore, self-service aug- 
mented by personal suggestive selling 
today must be the smartest way to 
wrap up more records for more people 
at the least cost per transaction. By 
the same token the public must like it 
immensely. 


Bloomingdale's Led 


In the vanguard of this move was 
Bloomingdale’s, one of New York’s 
largest department stores, which in 
1942 opened its new “Self-Selection 
Record Department” to the public. 
Ever since then the record business at 
Bloomingdale’s has been booming. 

Harold D. Drayson, who divides his 
time between the radio and record de- 
partments, is “well pleased with results 
on all counts.” Handled by the same 
amount of personnel as employed in 
their former conventional type record 
department, Bloomingdale’s self-selec- 
tion installation immediately turned in 
a substantial increase in the disc busi- 
ness. In this modern lay-out, three 
employees easily can take care of triple 
the business they possibly could do in 
an old standard type department, ac- 


cording to Drayson. Whereas the 
Christmas rush formerly required an 
additional seven on the floor to cope 
with the heavy demands imposed by 
holiday traffic, two temporary assist- 
ants now suffice—and the self-selection 
method of merchandising still main- 
tains a sizable increase in sales over the 
corresponding period of other years. 

Relatively few independent appliance 
dealers, of course, may find it expedi- 
ent to devote as much floor area to rec- 
ords as now is done at Bloomingdale’s. 
On the other hand, many of the salient 
features incorporated in a lay-out of 
this type, scaled down for use in a far 
smaller department, soon will demon- 
strate their value in terms of net 
profit. 


Routed Thru 


Bound for records at Bloomingdale’s, 
the customer enters the department at 
one end, near a corner of an oblong 
room in which the left wall is banked 
almost solidly with album racks, ap- 
proximately 40 feet long in all. Cur- 
rently, a dozen or so sets of the 
Bloomer Girl album, waxed from the 
city’s latest hit show, hold down the 


Customers 


~~ 


5 Fast-shopping purchasers of popular music discs, displayed in wall and island racks 
centered in the main room, play their tentative choices in stall-type booths spotted 
along the wall. Listeners are not distracted by music from adjoining booths. 
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More than 20,000 records, including those which have passed peak demand, are stacked 
in the conventional wall-shelf type fixture across one end of this large room. 


hot spot near the entrance, completely 
taking over the first section of the long 
rack. Then, walking on down the line, 
the customer finds other types of al- 
bums, with each section of the wall 
rack being clearly labeled. Here are 
the fastest-selling “pops” including 
dance, instrumental, vocal and chil- 
dren’s records. Two double-sided is- 
land racks the floor in 
this room display single records, the 
current favorites, while behind a coun- 
ter across the far end of the room is 
a stock of more than 20,000 single 
discs stored in the conventional shelf 
manner. Most 6f these records have 
passed the stage of peak demand. The 
customer obtains them, from the sales 
staff, through the usual counter service 
methods. 


centered on 


the faster- 
shopping popular music fans, unique 
listening facilities are provided in this 
room through four open-faced booths 
built along the wall where they take 
up a minimum of space. These booths 
are built in pairs and although the 
only separation between a set is a stall- 
like partition an inch thick and no more 
than two-feet deep, the overhanging 
curved top of these open booths, plus 
the material of which they are con- 
structed, make it possible for two cus- 
tomers to use a pair simultaneously, 
playing the most riotous of swing, 
without at all distracting each other. 
The volume control of the electric 
players, always set at a low stage, is 
governed by the staff. 

Openings spaced along the right- 
hand wall of this oblong room lead to 
three smaller, separate rooms, each of 
which is devoted to classical music. 
A directory sign at each entrance fully 
informs the browsing customers what 
type of music will be found in the racks 
inside each of divisionalized 
rooms. The rack section numbers are 
given on these signs to smooth the wav 
for the hurried customer—but 


For the convenience of 


these 


most 


PAGE 28 


CASRIER 


RY? 


= 


ld 


Modern racks date albums four to eight deep, according to O. W. Ray, 
sales manager of Times Appliance Co., New York, Columbia distributors, who suggest 
dealers rebuilding their record departments consult their manufacturers. 


The latest thing in sales promotion, says Phil Silverman, who has handled record sales for 
Bruno-New York, distributing the Victor line, is a set of five new storage albums each 
designed to hold 10 discs selected by the dealer for a unit package sale. 


FEBRUARY, 


All sales of albums and single records selected anywhere in the department are com- 
pleted at the wrapping and cashier's counter flanking the entrance—also the only exit. 


classical record shoppers beating a 
path to these three rooms are distinctly 
the unhurried type. The albums are 
stocked two-deep on the racks, the 
album underneath being left in the 
usual wrapper for the customer’s con- 
venience after he has decided which 
books he will take. 

The first of these rooms, given over 
exclusively to concertos, symphonies 
and orchestral suites, is lined with wall 
racks for albums except in the four 
corners where private booths are lo- 
cated. Each booth is lighted, air con- 
ditioned and has a glass door. Back- 
ing a comfortable chair in the center 
of the room, an island rack, headed by 
an easily-changed title strip, carries 
single discs, the best sellers in the 
symphonic group, for instance. 

In similar fashion the second of these 
rooms presents opera, ballet, classical 
piano and sonata records while a third 
room offers vocal recordings, popular 
as well as classical, along with popular 
piano and orchestral arrangements. 


Cool Decorative Scheme 


The decorative scheme throughout 
the department is concentrated in solid, 
cool colors allowing the eye-catching 
album covers to get in their best work 
on the customer. All told, approxi- 
mately 500 appealing albums are ‘0 
displayed and it takes a strong charac- 
ter to keep his pocketbook in his pocket 
More than 300 single disc selections 
also are presented attractively in 
play racks. It’s a rare customer w/i0 
can wander around there long without 
carrying an album or at least a couple 
of single records to the wrapping 
counter. 

This counter is located near ‘!« 
entrance—the sole exit, too—where thie 
sale is consummated and the custone’ 
is relieved of his spare money. A! 
just because he stepped into a -ell 
selection record department for a 10 

(Continued on page 60) 
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MANY 


Number of supplemental lamps more than double total 
used for general lighting on farms, survey reveals. 


By LAWRENCE C. PORTER 


Nela Park Engineering Division 
General Electric Company 
Cleveland, Ohio 


ANY surveys of home lighting 
M have been conducted in urban 

homes and a few in farm 
homes These surveys have been very 
interesting and when properly analyzed 
have resulted in valuable data regard- 
ing the existing lamp business and kilo- 
watt hour consumption in those fields. 
They have pointed clearly to the need 
for better lighting and much effort has 
been and still is being devoted to im- 
proving conditions. 

We have yet to see a home or farm 
lighting survey that is really complete. 
Yes, they cover thoroughly the lamps 
used for general lighting and come out 
with an average of 26 lamps of 48 watts 
for the average urban home, and 30 
lamps of 46 average watts for the 
farm. Fifty-five percent of the lamps 
used in the home, 30 percent in the 
barn, and the balance in yard and 
poultry lighting. 


What About Other Lamps 


I cannot help but wonder, however, 
if even the experts who made both the 
urban and farm surveys haven’t missed 
the mark, and missed it by a 2 to 1 
margin. As far as I can determine 
all of the lamp surveys, both urban 


Additional Possible Supplemental Lamps 


Use No. of Lamps Watts List Price 

Disinfection (germicidal)......... 5 30 $6.75 
Infrared (heat) lamp............. 1 250 2.00 
Movie projector............... 1 500 3.50 
Electric handlantern............. 1 3 50 

Wad... 22 Avg. 230 Avg. $3.85 


ceiling fixtures, wall brackets, floor and 
table lamps, closet lights, Period! That 
is, lamps used only for general light- 
ing. Absolutely no account has been 
taken of lamps used for supplementary 
lighting, such as radio panel lamps, 
refrigerator lights, range lights, sew- 
ing machine lights, etc. The general 
lighting lamps for the average home 
have an average list price of 12 cents. 

Now let’s see what the figures would 
look like if the supplemental lighting 
were taken into account, and from 
here on I shall be speaking only of the 
farm, though I feel sure the same ‘line 
of reasoning will apply to the city 
home. 

Let us see what lamps are in probable 
use on the farm over and above those 
used for general lighting. 

A total of 74 lamps (more than 
double the number used for general 
lighting) and of an average wattage 
of 44. But look at the average list 
price of these supplemental lighting 
lamps! $.30 as against $.12 for the 


and rural, have consisted of counting general lighting lamps. A total of 
Probable Supplemental Lighting 

Use No. of Lamps Watts List Price 
2 1.8 $.09 
f7 7 10 
14 95 "40 
1 15 38 
Vecuum 1 15 
Cellar switch plate............... 1 6 15 
2 7 10 
Sewing machine................. 1 15 25 
2 1.9 .09 
Bicycle head and tail lights....... 2 1.8 09 
_ 1 25 10 
Baby pig brooder............... 1 100 I 
8 50 10 
Baby chick brooder............. 4 250 1.75 
Reflector spotlight............... 1 150 1.40 
74 Avg. 44 Avg. $.30 


$14.57 worth of lamps for supplemental 
lighting versus $3.60 for general light- 
ing. 

Thus we see that if we add the sup- 
plenmental to the general lighting 
lamps, we get an average of 104 lamps 
instead of 30. 

Now let’s see what the progressive 
farm might have in addition to the 
above. 

A total of 22 lamps averaging 230 
watts and costing an average of $3.85 
each—that’s $70.69 worth of lamps. 

For the progressive farm it gives a 
total of 126 lamps, costing $88.86. 

Surprising as that may seem, it by 
no means exhausts the possibilities. Let 
us list a few more lamps that might be 
used in addition to the above probable 
ones. Of course, no one farm or city 


home is likely to have all of these, but 
if we want to drum up more lamp 
business here are some of the things 
to work on. 

So if you want to know the maximum 
potential post war lamp business for 
a first class farm, merely as an ob- 
jective to shoot at, I should say 213 
lamps listing at $121.92. 

There are three large fields for lamps 
in the post war rural field: (1) Newly 
electrified farms. (2)- Inadequately 
lighted farms. (3) Lighting on new 
farm equipment. 

It is conservatively estimated that 
2,000,000 additional farms will be elec- 
trified within five years following the 
war. There are now 2,780,207 dwell- 
ings within one-quarter of a mile of a 
distribution line but not connected. 

In addition to farms there is a large 
number of rural establishments, such 
as gasoline stations, country stores, 
churches, etc. 

If we set as our potential post-war 
market the lighting of all new build- 
ings in accordance with recommended 
practice and bringing under-lighted 
buildings up to that standard, then add 
to that the supplemental lighting of 
equipment used in the rural field, it is 
easy to foresee a demand for at least 
two hundred and fifty million lamps 
for the rural field alone in the five 
years following the end of the war. 


Possibilities 
Use No. of Lamps Watts List Price 

Lighted ornaments.............. 4 10 $.10 
Black light (360BL)............ 1 15 95 
Lighted house number.......... 2 2 .25 
Switchplate indicators........... 3 3 .08 
Outdoor Christmas tree.......... 4 150 1.40 

Heating appliance indicators, (Per- 

colators, electric blanket, waffle 
irons, flat irons, toasters, etc.). . . 6 S .08 
Home dehydrator.............. 10 100 15 
Lighted doorbell pushbutton... .. 1 2 .25 
Clothes dryer (germicidal). ...... 1 15 4.50 
Sterile storage cabinet (germicidal) 1 15 4.50 
Battery operated closet lights... . . 5 2 10 
Ping-pong table lighting......... 2 150 45 
Highpower spotlight............ 1 500 5.00 
Automobile lighting............ 10 25 20 
Tractor floodlights.............. 2 50 1.10 
Lighted fuse indicators.......... 6 a .08 
Electric circuit tester............ 1 5 .08 
Electric fence indicator.......... 1 5 .08 
86 Avg. 38 Avg. $.74 
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DISING 


At the 
HOUSEWARES 
SHOW 


“A rose by uny other name would be as sweet,” declares Fred S. Tuerk ef Hamilton Beach was telling M. S. Meyer 
Tom F. Kelly of Hoover, as he smells the azaleas. of San Francisco hew the Japs once cepied a H.B. appli- 
ance even to a dent in the side it received in shipping. 


Readin 
of Sav 


~ 


When Henry Altorfer of ABC shows up, it's news—and A. H. Zirke of P. A. Geier Co., talks vacuum cleaners Judd Sayre of Bendix visits with a gentleman of the old 
that's why Electrical Merchandising’s publisher, H. W. with one of the experts in the business, H. N. Light of south—Carter Mullaly of Hales-Mullaly, Oklahoma City. 
Mateer (left), gets his picture taken. Seuth Bend and his wife. Yes, he's seen “Oklahoma.” 


J. M. Moore, general sales manager of Silex, believes Leo C. Lippert, Sioux Falls, S. D. distributor gets an earful If you will loek sharply you will see Kenneth Lander of 


his luck comes to him in “3s"—things always happen in while Joe Groshan of Simplex bats some gossip around Silex helping himself to a sunbath while Lloyd G. Hertzler, 
these sequences, he says. With him is M. S. Meyer of with Jack Frohlich of Norge. sales manager of laundry equipment for General Elec- 


M. Seller Co., San Francisco. 


tric reads his papers. 
THRIF 


SAVE 


Since he can't talk about new merchandise, Bob Oliver This shirt, L. F. Worth is saying, has been dried for a The rising tide of recognition of the sewing machine + 

of Proctor tells how he lost 30 Ibs. in weight. Listening, year in @ Hamilton dryer, and is as white as driven snow. an electric appliance brought L. A. Weolsey ef Domestic 

left, are D. M. Williams and H. P. Brill of Levally, McLeod Paul Berner, of Lovell, who also makes a dryer, is Sewing Machine Co., to the show; talking to him, left, 
and Kinkaid. , listening. is H. W. Reinwald of Cleveland. 
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At the 
WASHER-IRONER 
MEETING 


Reading from left to right you can spot E. L. Farquahson of Landers, Frary and Clark; a new member A. H. Locksley 
of Savage; Bill Schrader, Easy treasurer; H. Paul Nelligan of Easy; F. L. Maytag Il and in the backgreand Edouard 
Geldhoff of 1900 Corp. 


Dell A. Rizor of Dexter wrote a fine tribute to a dead Frank Breckenridge, Westinghouse engineer; with him is Horace Bumby of Barlow & Selig has ® nod for “Doc” 
member. Talking to him is |. N. Merritt of Conlon. Leo Shea of H. L. Crowley, Inc., and E. C. Buchanan, Boone and Terry C. Craig of Mullins Mfg. Co. 
Apex vice president. 


This time Edward C. Doll of Lovell came west with the The three musketeers who started out with the association Retiring president John Wicht throws in a plug for Gen- 
boys and he is extending the hand of fellowship to visitor —and now they don't know half the members. eral Electric and demonstrates new Silicone “bouncing 
J. C. Cooper of Canadian General Electric, Toronto. Leo Shea, Terry Craig and Carl L. Huff of Bliss & Laughlin. putty. 


Now Walter K. Voss cannot deny he is living on the "The kingmaters"—Neal Gallagher, of Automatic, J. C. Bounding from table to table, as the little chamois leaps 
“fat of the land” as the waitress puts butter on his plate. Nelson of Easy, and Clarence Frantz of Apex, probably from precipice to precipice, Charlie L. Coughlin of Briggs 
thinking of whom to nominate for president. & Stratton was a hard man to photograph. 
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How Service Contributes 


Repairmen for Detroit Edison work in air conditioned, brilliantly lighted surroundings, and handle a vast volume of work. 


N a bin in the appliance repair shop 
] at The Detroit Edison Co. are 

hundreds of handles removed from 
old electric irons varying from one to 
twelve years of age. One particular 
brand persistently shows the same de- 
fects, and regardless of the year made, 
the handle is always burned through at 
one certain spot. Why is it that the 
manufacturer does not strengthen this 
handle through re-design so this same 
difficulty would not carry through each 
year’s model? 


There may be many reasons for the 
existence of this and similar conditions 
in other lines of electrical household 
appliances that hamper to some extent 


the full acceptance by the public of the 


manufacturer’s product. 

This is not a new problem, as it has 
been discussed within the industry for 
many years, but it seems that with 


resuniption of mass production of civil- 
ian goods in the not too distant future, 
and the introduction of new 
turers into this field, 


manufac- 
something could 
be done to pool the experience gained 
during the war on product perform- 
ance, so that a better post-war appli- 
ance would emerge. 

The curtailment of civilian produc- 
tion during the war has forced the pub- 
lic to keep their electrical appliances in 
use much longer than if new ones were 
available, and this necessity has become 
the “mother of invention.” 


Detroit Edison's Record 


At The Detroit Edison Co., where a 
repair service for 680,000 residential 
customers is maintained, a great pool 
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of experience has been stored up over 
the years, and particularly in the past 
four years when it has been impossible 
to say that an appliance was beyond 
repair—it had to be made serviceable, 
and many tricks have been used and 
substitutions made for critical parts 
not easily or always obtainable. 

The dearth of new appliances has 


placed a heavy burden on all repair 
shops, particularly in Detroit where 
the heavy influx of war workers has 
accentuated the problem of appliance 
repairs. 

Appliances repaired by The Detroit 
Edison shop totaled 554,643 in four 
years with increasing demands each 
year. The repair shop handled 104,821 


appliances in 1940; 123,162 in 1941; 
144,923 in 1942; 181,737 in 1943, and 
182,112 in the first ten months of 1944. 

It is highly desirable from the stand- 
point of the customer and utility that 
these appliances be maintained in oper- 
ating condition for regular use, yet, 
due to inherent faults, some of them 
come back regularly because of the 
same recurrent trouble. Frequently the 
same make and type of appliance de- 
velops a general fault and that becomes 
the first place to check failure. This 
discovery is often passed on to the 
manufacturers’ representative, and usu- 
ally is corrected eventually through re- 
design or new material, but too often 
nothing is done about it and the sugges- 
tion is made that a more satisfactory 
method of collecting this information 
could be adopted by manufacturers. 

It is felt that if such maintenance 
data as are accumulated by the large 
repair shops of the country could be 
assembled through a questionaire at 
regular intervals, then the manufactur- 
ers would have field operating results 
quicker and their products could be 
improved in a shorter space of time. 

It might also be a good idea for 
manufacturers to submit new products 
or discuss design with a committee of 
maintenance shop supervisors for criti- 
cism and suggestions before going into 
production. There can be such a thing 
as “prenatal influence on electrical 
appliances.” 


Jan. Feb. 

Cleaners. . 36 44 
Percolators.......... 356 327 
Coffee Makers. .... 307 277 
Cookers..... 302 259 
1357 1278 
Alle Hleaters.......... 251 200 
lrons, Non Auto...... 1416 1556 
lrons, Auto........... 3830 3778 
lrons, waffle.......... 230 243 
+ 348 374 
Sew. Mtrs. & Rheo.... 15 29 
Stoves, Table......... 152 159 
Tea Kettles........... 449 776 
Toasters, Non-Auto.... 456 526 
Toasters, Auto........ 1043 1063 
Misc. Appliances... .. 290 276 
Range Parts Rep....... 217 182 
Range Orders......... 36 47 
Range Timers......... 25 18 
Water Heater and Ref. 

12219 12520 


13679 13664 


APPLIANCE REPAIR REPORT FOR THE YEAR 


(Detroit Edison Company) 


Mar. Apr. May June July Aug. 
46 55 32 30 25 29 
997 1026 942 1080 1078 1037 
445 373 391 382 388 434 
295 253 260 246 255 259 
289 278 242 273 322 322 
1182 1376 1250 1425 2458 2491 


8 13 10 53 23 20 


179 «©1370 136 70 52 92 
1667 1891 1902 2382 2877 2896 
4267 4180 4126 5459 6378 5938 

249 «#6222 «6217 «183 167 213 

447 395 337 «#4355 

27 30 32 28 32 30 

196 199 231 283 337 

558 506 534 558 747 1712 
1214 1049 967 1078 1258 1148 

199 366 204 214 345 200 

238 264 221 213 246 #8 252 


2 8 5 a 1 


12906 15166 18086 17426 17241 


OF 1943 
Sept. Oct. Nov. Dec. Total 
17 15 29 28 386 
1478 1343 1116 1334 13594 
466 488 517 456 5023 
236 292 241 267 3188 
316 310 350 398 3661 
2138 2025 1897 12878 20685 
5 5 3 25 206 
357 306 346 296 2429 
2444 2683 2330 1982 26025 
5388 4900 4156 4145 56545 
219 233 217 189 2582 
383 414 418 419 4677 
23 25 23 21 315 
321 320 270 241 3045 
830 1985 1330 729 11007 
674 800 774 658 7503 
1233 1272 1210 1049 13573 
278 4#+%342 «£318 3404 
346 305 297 287 3068 
72 93 13 2 633 
16 7 5 13 157 
1 3 4 2 38 
18166 15927 14737 181737 
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An avalanche of helt and lame appliences has poured In for repairing in an ever Increas- 
ing flood. Above, a portion of the table appliances waiting repair. 


“What are some of the common 
troubles found on various makes of ap- 
pliances?” G. J. Pierre, engineer, The 
Detroit Edison Co, customers’ service 
division, was asked, and the following 
are some of the points emphasized: 

Irons, particularly, have fancy 
streamlined handles which are not 
strong enough to withstand ordinary 
usage. Of course they can be repaired 
with certain synthetic glues but this is 
not the final answer to the problem. 
Eye appeal may be highly desirable 
but good engineering should come first. 

With automatic hand irons, thermo- 
stats give the greatest amount of 
trouble and are far more delicate irons 
than the non-automatic type. Last 
year repairs were made to 56,454 
automatic irons and to only 26,025 non- 
automatics. Heating elements do not 
cause as much trouble today except in 
the “drug store” irons. 

Toaster troubles seem to run to heat- 
ne elements and time controls gener- 

ly. 

Deterioration of the reduction gear 
assembly on mixers is caused by wash- 
ing away of lubricant by fruit juice 
acids and the burning out of the gov- 
ernor condenser results in considerable 
difficulty with speed controls. 

Roaster trouble is generally re- 
stricted to thermostats and broken” 
connections where side and bottom 
elements come together, and the resist- 
ance wire cannot be silver-soldered 
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The Detroit Edison Company feels. that a study 
of appliance repair problems will guide manu- 
facturers in making better appliances .... Based 
on talks with E. J. Stouffer, G. J. Pierre, E. W. 
Hacker and Charles S. Demrick of that company. 


Year after year the same repair part fails in the same way in many cases, which shows 
the need for new designing. These are defective parts. 


ment, so that housewives when 


Dear, Jr., Winter Park, Florida. 


Goods and Service 


DON'T THEY'' 
From The American Magatine, October 1944 issue 


"Place model and serial number of mechanical refrigerators, wash- 
ing machines, electric and gas stoves, etc., on the front of the equip- 
honing for service can easily give 
the information that is needed for replacement parts?"—Arthur T. 


"It is recognized that certain essential goods and services must be 
provided even in wartime if the Detroit area is to contribute its utmost 
to the war effort. Many women, for example, have found it possible 
to leave their homes and take jobs in war plants only because much 
of the work at home is taken care of by f 
matic heat, laundries, and child care centers. But if these appliances 
and: community services are to take over some of the work in the home, 
these goods and services must not only be available, but maintained 
in efficient operating condition."—Taken from “An Inventory of 

in Metropolitan Detroit."—WPB. 


ectrical appliances, auto- 


without causing some damage to the 
wire. 

Fan trouble is more general in na- 
ture and there is no predominating 
cause. Bearings, carbon brushes, arma- 
ture burnouts and lack of proper lubri- 
cation are the most common failures. 


Washer, Range Troubles 


On one of the automatic washers 
there is an automatic mixing valve 
which is a one gate affair. A mixing 
valve is supposed to properly propor- 
tion the amount of hot and cold water 
entering the washing compartment. 
Women have a habit of Jeaving both 


1945 


hot and cold water turned on at the 
laundry tubs. There was a case last 
summer where a customer started 
sprinkling his lawn and before he real- 
ized it, he had drawn off all the hot 
water in the house and sprinkled it 
over his lawn. What happened was 
that the water went into the mixing 
valve and out again through the cold 
water pipe. This should be remedied 
as it may be quite serious when storage 
type electric water heaters are in serv- 
ice. 

Ranges present a number of operat- 
ing headaches. The use of phenol 
foymaldehyde plastics (loosely referred 


‘te 


to as “bakelite”) as a non-conductor is 
one of the frailties in ranges because 
these materials have one very unde- 
sirable charactertistic; they “track” 
badly. They are classed as non-con- 
ductors but if a current once flashes 
across the surface of the material— 
following spilled grease, for example— 
the current will continue to flow until 
the plastic and the current-carrying 
parts are damaged beyond repair. 
There was no such trouble with por- 
celain or “cold molded” materials. The 
phenol formaldehyde material was 
adopted in the interest of lowering the 
cost of range switches; now this ap- 
pears to be a dubious saving. Not 
enough thought has been given to the 
arcing and tracking characteristics of 
plastics, but it is hoped that the mela- 
mine plastic group will rapidly replace 
the phenols for this purpose or that a 
non-tracking coating will be used. 
Another difficulty is the inacces- 
sibility of operating parts. On many 
ranges the convenience outlet fuse can- 
not be replaced without moving the 
range away from the wall. Another 
inaccessible item is the nameplate, with 
its very important data. One power 
company is now specifying that the 
nameplate shall be on the front of the 
appliance. There have also been com- 
plaints that the porcelain surrounded 
surface units soon becomes perma- 
nently marred by crazing lines unless 
«-¢@ontinued on page 76) 
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Total 
386 
13594 } 
5023 
3188 
3661 | 
20685 | 
206 
2422 | 
26025 
56545 | 
2582 
4677 
315 | 
3045 
11007 
7503 
13573 
3404 
3068 | 
633 
157 | 
81737 
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Servicing 


sy 


Removal of Inoperative 
Temperature Control 


The symptoms of a defective thermostat are: 
compressor won't run, cabinet not cold enough, 
cabinet too cold, compressor runs constantly. Tools 
needed: Knob puller, Phillips screw driver, end 
wrench, Standard screwdriver. 

t 


4 Removing Phillips head screw from dial plate. (Two 


screws). 


1 This shows the knob pullers. 3 Off comes the knob. 
clear 


44444 
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SEALED UNIT SYSTEM SERVICED (General) 

Kelvinator household refrigeration sealed units have always been “sealed” in every 
sense of the word \ll joints and seams are soldered or welded: there are no threaded 
connections, valves or plugged openings of any description. Therefore, refrigerant or 
oil cannot be added; gauges cannot be attached. 

Service on this type of system consists of making a few simple checks and tests elec- 


trically in connection with the relay, thermostat and wiring. If corrections of a specific 


complaint cannot be effected by testing of all electrical parts, there is little else to do but 
replace the system. 


Before n 


ss si bb bb 


6 Removing Phillips head screw that holds thermostat 


king ; *k decision to replace the svstem | ver. everv 35] i 7 % 
aking a quick decision to replace the system however, every possible point of to cobinet. (Two screws.) 


the entire system should be thoroughly checked. Since it is impossible to attach gauges, 


indications of a refrigerant shortage must be from a visual inspection of the cooling unit 


TT 
0000000 000000000009 


and a check on the operating time. A shortage of refrigerant will result in long running 


time and the frost line on the cooling unit will be low. (A high cut-in point on the temp- 
erature control will also cause a low frost line). It is advisable to check the cut-in 
and cut-out points of the temperature control by means of a dial thermometer with its 
bulb clamped beside the temperature control bulb, before deciding on the cause of a low 
frost line. If the trouble is found to be with the control and if the control is an adjustable 
type, the complaint can no doubt be corrected at once. Ii the control is not adjustable 
however, a control replacement will be necessary. If the control is found to be operating 
satisfactorily and the frost line is low, you may assume that the refrigerant charge in the 


system is low, in which case replacement of the entire system will be necessary. 


7 Thermostat bulb is now loosened. 11 
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REFRIGERATOR 


Symptoms, Tools Needed, and a "How To” of Repair Procedure 


8 Removing Kapok insulation from around thermostat. 12 Removing screws from Bakelite cover plate over 16 Capillary tube is being guided when thermostat is 
terminal screws. being taken out. 


(Two 


9 Push thermostat to right to allow mounting lug to 13 Note how hands are pulling out plate. 17 Thermostat completely removed. 
clear opening in cabinet. 


Changing of 
Kelvinator Relay 


The symptoms of a defective relay are: com- 
pressor will not run, compressor tries to start and 
immediately stops. This may occur every few 
minutes for an indefinite period. 

ermosta 


(Please turn to next page) 


1 Removal of machine compartment door or bin. 


11 Thermostat is sliding out. 15 He has thermostat cord by left hand. 
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SERVICING KELVINATOR 


Replacing an Entire 
Refrigeration System 


The symptoms of failure of sealed system are: 
compressor will not run, (do not confuse with de- 
fective relay or thermostat), compressor runs 
constantly but not refrigeration, compressor runs 
constantly with refrigeration on low part of freez- 
ing unit only (do not confuse with defective con- 
trol). Tools needed in operation: Screwdriver, 
two box wrenches, 9/32 in. socket wrench, Phillips 
screw-driver. 


8 Removing three-wire cord from compressor. 


5 These tegs will help keep you straight in reassembling. 


9 Three-wire cord removed. 3 Removing wall cord from unit. 


Previous Service Articles 


HIS is one of a series of “how to” service articles on specific 1943); washers (July, 1943); pote ag (October, 1943); toasters 
makes of electrical appliances. These step-by-step operation (November, 1943); cleaners (April, 1944); ranges (August, 1944); 


instructions are preparel by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |94!); ranges (August, 5) 
Maytag washers (April and September, 1|942); Knapp-Mona 

toasters (November, |942): Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (Apri!, 1943); General 
Bectric and Hotpoint irons (April, 1943); General Electric washers 
(May, |943); refrigerators, Type CA (October, |943); Blackstone 
ironers (May, | 943); wringers (September, | 943); Universal irons (May, 


waffle irons (December, |944); Lovell wringers (June, | 943); Hotpoint 
ranges (June, |943); Apex washers and ironers (July, |943); Easy 
washers and ironers (August, |943); Chromalox electric range units © 
(September, 1943); Thor washers (September, | 943); Norge refrigera- 

tors (November, |943); Bendix washers (November, | 943); Gibson 
refrigerators (December, |943)}; Telechron clocks (February, 1944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944); ABC washers (April, 1944); 1900 washers (May, 1944); Crosley 
refrigerators (June; |944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigerators; Frigidaire ranges (September, !944); 
Horton ironers, washers (Oct., | 944); Electromaster ranges (Nov., 1944). 
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REFRIGERATORS (continued tom pose 35) 
f 
j . 
2 Removal of screws holding relay to base of unit. 6 Here's the entire layout of tags and connections. 
| 
3 Lifting relay from unit base. 7 Removing terminal cap nut from compressor. 1 Removing relay from unit base. 5 | 
Whew 
4 Removing and tagging electrical connections. re 2 Disconnecting wall cord frem clamp at rear of cabinet. 6 
Be Tx 
| Tr 
| { 
; 
8 Py 
ELE 


4 Removing condensing unit hold-down nuts (four nuts). 


17 Evaporator loosened and ready to push out, 


| 


3 T © 


) 


) 8 Put a screwdriver on tubing shield screws. 13 Lift out defrost tray and shelves. 18 This is the way it slides through back. 
(Continued on page 38) 
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f 
hillips 9 
It lifts off thus! 14 
Removing § screws holding interior back coverplate 
5 Removing screws from back plate. 10 Removing tubing clamp. 15 Here comes interior back cover plate. 
| cabinet 6 Off comes back plate. 11 Pull out Kimsal insulation. 16 Removing hanger nuts from evaporator (four nuts). 
T Here's whet you soe in the reer. 12 stew: you cut: 
— | 


SERVICING | 
KELVINATOR 
REFRIGERATORS 


(continued from page 37) 


23 Filling out warranty information and factory records 
to send in. 


4 Removing compressor hold-down nuts (four nuts). 


Replacement of 
Compressor Crankshaft 


e a (Open Type Unit) 


Symptoms: Oil on floor under condensing unit, 
odor of refrigerant (sulphur dioxide only), con- 
stant running with no refrigeration, very noisy. 
Tools required: Ratchet valve wrench, open end 
wrench, box wrench, wheel puller, screwdriver, 
hammer, knife. 


19 Removing condensing unit. 


20 Opening crate containing new replacement system. 1 Closing suction service valve (turn clockwise). 6 Removing compressor from condensing unit base (do 


is not grasp by flywheel). 


21 Replacement system on shipping frame. 


22 Look for warranty in evaporator of new system. 3 Taking off cyinder head assembly from compressor. 8 Take off the flywheel with 


wheel puller. 
(Continued on page 41) 
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| 
5 Of comes the belt. 
Pe 2 Closing discharge service valve (turn clockwise). 7 Removing flywheel nut from crankshaft. 
El 


With a half million more circulation than the next publication Farm 
JOURNAL is the largest of all rural magazines. 


COMPARATIVE CIRCULATIONS, 1944* 


Country Gentleman . . . . . . . . . 2,023,353 
Successful Farming .... . . .....- 1,336,550 


*Latest A. B. C. statements 


Let rural customers know you have what they want. Stock and display 
these products advertised in current issues of FARM JOURNAL. 


ALCOA ALUMINUM FRIGIDAIRE PHILCO PRODUCTS 
ARMCO STEEL GENERAL ELECTRIC RCA PRODUCTS 

BRIGHT STAR FLASHLIGHT BATTERIES KELVINATOR WASHERS 
BURGESS BATTERIES F. E. MYERS & BRO. CO. pl 
BURKS WATER SYSTEMS NORGE 
DEEPFREEZE PARMAK ELECTRIC FENCER WESTINGHOUSE PRODUCTS 
EVEREADY FLASHLIGHT BATTERIES PERFECTION STOVES ZENITH RADIOS 


The two and a half million circulation of Farm JourNaL 
makes it one of the “Big Four” general magazines — with 
Life, Saturday Evening Post and Collier’s. Farm JourRNAL 
is the ONE that covers the rural market. 


GRAHAM PATTERSON, Publisher 


ge 41) Washington Square, PHILADELPHIA 5 


ISINE 
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EASURED IN MANPOWER.-:; 
ase (do 


is ready and... 


The Great EUREKA FRANCHISE 


These Leading Distributors 
of America Have The Whole 


e,@ 
Exciting Story For You! 
city DISTRIBUTOR CITY DISTRIBUTOR 
ALBANY 5, New York... Roskin Distributors, Inc. Eureka Vacuum Cleaner Co. 
Amarillo Hardware Co. MINNEAPOLIS, Minn............. Eureka Vacuum Cleaner Co. 
ATLANTA, Georgia. ............. Eureka Vacuum Cleaner Co. MINOT, North Dakota............... & Onstad 
BILLINGS, Montana...... Taylor Refrigeration & Appliance Co. Braid Electric Co. 
BIRMINGHAM 3, Alabama......... R. P. McDavid & Co., Inc. Krich-Radisco, Inc. 
Evreka Vacuum Cleaner Co. OM. Higgins Industries, Inc. 
Joseph Strauss, Inc. NEW YORK 17, N. Y..... ......American Steel Export Co., Inc. 
Southern Appliances, Inc. Bruno-New York, Inc. 
CHATTANOOGA 4, Tenn... . . Aut tic Home Equip t Co. ae Eureka Vacuum Cleaner Co. 
GEASS, . Eureka Vacuum Cleaner Co. PHILADELPHIA 4, Raymond Rosen & Co. 
CINCINNATI, Ohioc............... Eureka Vacuum Cleaner Co. A. Williams Co. 
BE, Appliance Distributing Co. PORTLAND 5, Maine.............. Parrar-Brown Co. 
DAYTON &, Ohio.......... Yonts Radio & Appliance Co., Inc. PORTLAND 4, Oregon............ eccccece Eureka Electric Co. 
DENVER 17, Colorado............... The Auto Equipment Co. Tiller, Inc. 
DETROIT 26, Michigan ........... Eureka Vacuum Cleaner Co. ST. LOUIS, Missouri.............. Eureka Vacuum Cleaner Co. 
ESCANABA, Michigan.............. Delta Hardware Co., Inc. Eureka Vacuum Cleaner Co. 
Schlatter Hardware Co. SALT CARE CHV 0, Carter & Squire 
GRAND RAPIDS, Mich........... Eureka Vacuum Cleaner Co. SAN ANTONIO 5, Texas........... «+... Thiele-Winslow Co. 
Chas. G. Knerr Call... Leo J. Meyberg Co. 
Roskin Distributors, Inc. SAVANNAH, Georgia........... .+++-Lindsay & Morgan Co. 
HOUSTON 2, Texas...... Reader's Wholesale Distributors, Inc. SEATTLE 9, Washington......... ««+++++-Harper-Meggee, Inc. 
INDIANAPOLIS, Ind.............. Eureka Vacuum Cleaner Co. ...Ark-La-Tex Wholesale Co. 
JACKSONVILLE 1, Florida............... Cain & Bultman, Inc. SPOKANE 8, Washington........ evtousse Harper-Meggee, Inc. 
Cambria Equipment Co. . ..Broome Distributing Co. 
Mayflower Sales Co. TULSA 5, Oklahoma........... Tom P. McDermott, Inc. 
C. M. McClung & Co., Inc. ©. C..... cccccccess Eureka Vacuum Cleaner Co. 
Leo J. Meyberg Co., Inc. WELCH, W. Virginia........... . .Jones-Cornett Elect. Co., Inc. 
SIEM sccccsteverccsanee Graybar Electric Co., Inc. WICHITA 12, Kansas........... ... Mayflower Sales Company 
ee Roskin Distributors, Inc. KITCHENER, Canada......... Onward Manufacturing Co., Ltd. 


Get THE FuLt Story of 
EUREKA’S “Selected” 
Dealer Policy 


TODAY! 


Yes, it’s ready . . . one of the most profit- 
able franchises in the appliance industry — 
the Eureka Franchise based on Eureka’s 
“Selected”’ Dealer Policy. Today the 
Eureka Distributors, listed here, have the 
full details of this famous franchise ready 
for you. They are ready to show you how 
the Eureka Dealer will be the top dealer in 
every market . . . how he will have a full 
profit line, an adequate and protected 
market ... and most of all, the fine and 
beautiful Eureka Products themselves. 

This invitation to examine the exclusive 
Eureka Franchise is a unique opportunity 
to get set now for the profitable postwar. 
market. Contact the Eureka Distributor’ 
in your area TODAY, 


NEW EUREKA POSTWAR PRODUCTS 


When Victory is won, Eureka Dealers 
will be ready for action with a startling 
new concept of home care! The new 
Eureka Home Cleaning System offers 
a complete system for doing 
101 chores around the home 
in a new and housewife- 
saving fashion. In addition, 
the new Eureka Upright 
Cleaner, with its motor- 
driven DISTURBLULATOR 
and exclusive Attachomatic 
feature, will be the finest 
Eureka in our 
34-year history. 
And the new 
if Tank-ty pe 
1 Cleaner will do 
every job from 
curtains to attic rafters... 
one of the 
lightest 
cleaners 
ever built. @ 


The new Eureka Cordless 
Electric Iron is truly the 
- tangle or wear and with heat 
DS adjustment for every fabric. 
In the competitive postwar market, 
Eureka Dealers will have a supreme ad- 
vantage—a new concept of homecare to 
sell... backed with Eureka’s hard-hit- 
ting “Selected” Dealer merchandising 
program. 


PRODUCTS | 
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(Continued from page 38) 


iG 


$ 


18 starting soo! sect and gasket assombly 


10 Now with a wrench you take out six seal cover 
cap screws. 


12 Lift up seal bellows assembly. 17 Assemble seal seat and Neoprene gasket before 
placing on crankshaft. 
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on crankshaft. 


PAGE 4) 


3 This is way you drive Woodruff key from crankshaft. 14 Removing seal seat and Neoprene gasket. 19 Dipping seal cover gasket in refrigerant oil. 
? 
15 Cleaning interior of seal housin 2 , 
11 Removing seal cover. 16 This is way seal seat and Neoprene gasket look. 21 Seal cover ready to install. t 
~ 
22 Installing seal cover cap screws. 
i 
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ORRY...no details, yet! These will be released when Victory 

is nailed down. However, we can tell you that Sentinel will 

be ready for production the moment war demands relax. Designers, 

engineers, production men and sales experts have put their heads 
together to shape Sentinel’s plans for the future. 

To build and establish new markets for its army of dealers, 

Sentinel continues to advertise nationally . . . Radio on nationwide 

programs creating ready consumer acceptance for Sentinel Radios. 

Backed by quick deliveries, you, as a Sentinel dealer, will be 


assured of a sound, constructive plan for sure profit. 


ntinel 


QUALITY RADIO SINCE 1920 
) CORPORATION, 2020 Ridge Ave., Ev 
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Mrs. Consumer goes into a store (post-war, of course) 
to buy a certain appliance. She looks around. Here’s 
a CLIMAX refrigerator — a CLIMAX range — a 
CLIMAX washer — a CLIMAX radio — a CLIMAX 
ironer — a CLIMAX vacuum cleamer, etc. She 
naturally says to herself: “This dealer hasn't done 
any shopping. He's taken one manufacturer's com- 
plete line across the board — instead of picking a 
leading line in each field. All these units can’t be 
competitively the best.” 

That's at least one important reason why it’s smart 
merchandising to handle leading lines. Pick the best 
line in each appliance category. Go to specialists in 
each particular field. Feature leading lines. Your con- 
sumer approach, by featuring leading lines, will be 
definitely stronger . . . your profits definitely larger. 
Appliance history has proved this. 

Therefore . . . write today for exclusive franchise 
particulars on Speed Queen Washers and Ironers, 
built by home laundry specialists since 1908. 


BARLOW & SEELIG MFG. CO. 
RIPON, WISCONSIN 


Specialists in Home Laundry Appliances 


PAGE 43 


=i 
© 
i 
3 
MODEI tee 
810 | 
j 
i 
CABINET IRONER 
ING 
ELECTRICAL MERCHANDISING—FEBRUARY, 1945 


Here’s the Way Sell 


TROUBLE-FREE SERVICE IN 


“Let's Ask Universal Cooler” 


To show you why more and more 
manufacturers, dealers and refrig- 
eration users are making that state- 
ment... to picture the extent of 
Universal Cooler’s postwar pro- 
gram, there's a booklet of facts and 
data that will interest you. 


WRITE FOR 
YOUR 
FREE COPY 


TODAY! 


4 


Universal Cooler Corporation 
12 Joseph Street, Marion, Ohio 


Gentlemen: I'm interested in seeing your new booklet, 
“Refrigeration Is Our Business."” Please send me my 
free copy at once. 


| 


' 
' 
' 
' 


Refrigeration 


Know the Quality of the Refrigerating Unit 


Hidden within the cabinet is the “satisfaction-secret” of the refrigera- 
tion equipment you sell. Your ultimate profit, and your sales volume in 
the busy years ahead, will depend upon the trouble-free performance 
delivered by the refrigerating units you sell. 

Universal Cooler has been building top-quality refrigerating units 
for almost a quarter of a century. Ready now, with full benefit of that 
experience, is a complete postwar line in a wide range of types and 
capacities. Ask your cabinet manufacturer to “power it with a Uni- 
versal Cooler refrigerating unit” . . . for dependable service and the 
profit that goes with it. 


‘ 
wing 


SOOLER CORPORATION + Gutemahc 
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Martha Jensen Lucas. Go into her office, and she will help you with your entire 
decorating and home furnishing problems, a plus service that makes it worthwhile 
for you to visit her out-of-the-Loop store. 


HE Windy City knows Martha 
Jensen Lucas as a girl who 
helped run a $20,000 inheritance 
into a retail business worth consider- 
ably over five figures. Did it in a 
dozen years or more. 
Today Martha Lucas is conducting 
an experiment in petticoat govern- 
ment, an all-girl furniture and appli- 


ance business which she operates in 
Chicago and Oak Park. She, aided by 
Mrs. Ida J. Seib and Mrs. Julia C. 


3olen, has met the change in the tempo 

of retailing which occurs when you are 
forced to switch from appliances to 
furniture. 

First of all, only an all-woman store 
would have the basement walls painted 
a baby pink. Only a female organiza- 
tion would have cute little potted plants 
growing about in a private office. On 
the other hand, only female “ignition” 
would so cunningly sum up the market 
for furniture and go after it so cleverly. 


Aimed at Youth Market 


“When we ‘switched to furniture,” 
said Mrs. Lucas, “we had to figure out 
just what people. were in the market 
for. We had to discover something 
that would make them come to 5400 
West Chicago Avenue instead of stop- 
ping off at the traditional downtown 
furniture stores. We got the picture of 
young folks working possibly in some 
war plant, and setting up a cute two or 
three room apartment. We visualized 
a lot of working girls with money for 
the first time in their lives going after 
something dainty and chic. We made 


ELECTRICAL 
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up our minds to shoot at this group.” 

The whole Lucas thinking was to 
devise something that would make it 
worthwhile tor a young couple to come 
out to their part of town and look 
about. -\iter a $12 long distance phone 
call Mrs. Lucas sent a $2,000 check to 
« California furniture house and asked 
them to send her a proper selection of 
stock. California furniture had been 
offered all the big outlets and turned 
down. Yet it was unusual, youthful. 

She realized that in this war work- 
er’s home there was a spot to put unus- 
ual things, even though it was already 
furnished. For example, lamps and 
pictures. Mrs. Lucas proceeded to get 
more pictures in her store than you 
could shake a stick at, particularly 
tricky Chinese pictures that look stun- 
ning. In the lamp line she bought 
gorgeous things which were show 
pieces. Lucas lamps run up to $195. 

Next, she offered to help the young 
couples with their color schemes. In 
effect, she gives them free interior 
decoration service, an attractive offer 
to couples who are floundering about 
with money but without a very clear 
idea what to do. , 

While many appliance stores that 
take on furniture have felt that they 
can only handle a few specialties, the 
Lucas Appliance Co. has stocked a 
rather complete line, although it must 
be said bedroom suites and dining 
room furniture seem to be in the 
minority while overstuffed chairs and 
sofas, pictures and occasional tables 
are most in evidence. 


1945 


selling furniture. 


Pictures are going like hot cakes these days, and take up no floor space in a busy 
store. Note the Mexican masks the store is selling. 


Business 


In Chicago an all-woman appliance store 
tackles wartime retailing of furniture. 


In preparation for postwar appli- 
ances Mrs. Lucas has a home eco- 
nomics kitchen already set up and ex- 
pects to sell appliances and iurniture 
on a 50-50 basis. A small service de- 
partment will be maintained but the 
store does not expect to go in for 
any rebuilding of used appliances. 

“Dealers don’t realize,” she said, 


“that if you say ‘remanufactured’ on 


The war worker and his wife with some 
money, who wish to dress up their house and 
make it imposing are today's best bets in 
Here is a $100 lamp. 


the stuff you sell, the government steps 
in for a 20 percent tax.” 

Arrangement of the store is scattered 
so that you are surrounded by 
pictures on the wall wherever you 
walk. Big pieces of furniture are 
placed in the rear and to go back and 
see them you have to pass groups of 
occasional tables covered with gifts, 
lamps and other knick-knacks that 
people love to have in their homes. 

“The idea is to make a_ sale 
to everybody who comes in and does 
a little window shopping,” said Mrs. 
Lucas. “If we can make a dollar off 
of each person that makes a trip to the 
store we are just that much ahead and 
with so much small stuff around the 
odds are that the customer will see 
something that she likes. You would 
scarcely expect to see Mexican mats, 
Balinese busts or cast bronze ash trays 
in an appliance store, but that is just 
what you do here.” 


How Mrs. Lucas Works 


No story about the Lucas Appliance 
store would be complete without some 
mention of its owner and how she 
works. Mrs. Lucas was born and 
raised in- Colorado and Reno, Nev. 
Her father died while young and this 
probably prevented her from becoming 
a woman lawyer. Coming to Chicago 
she worked for a year for a local loan 
company and learned that interest on 
finance paper can give a double profit 
without nearly the risk that people 
think. She figured that finance paper 

(Continued on page 74) 


PAGE 45 


4 
| 
— 
am 


by the quality it keeps UP 
... ata price it keeps DOWN 


Obviously the most severe critic of the quality 
of a product is the dealer whose business 


success depends on that quality—priced right. 


The acknowledged quality of Premier vacuum 
cleaners is the ultimate result of manufac- 
turing “know-how” acquired through 34 years 
of making vacuum cleaners exclusively. Now, 
to that lifetime of fine craftsmanship have been 
added new skills achieved in the precision 


manufacture of materials of war. 


Evidence of these claims is in the Premier 


cleaner itself—as any dealer who has been 
servicing Premier cleaners during these war 
years will testify. 


Premier's “right price” is assured by sound 
distribution based on the policy of selling 
Premier cleaners only through the very finest 
appliance distributors and dealers. 


Premier quality—in the future as in the past 
can be depended upon to keep Premier 
“All That The Name Implies’”—at a price that 
will mean a maximum volume of profitable 
business for every Premier dealer. 


f 
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“All That the Name Implies” 
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VERY estimate of post-war mar- 
kets, local or national, takes into 


account the increased purchasing 
power which is to be available after the 
war. Customers are now earning more 
money, on the average, than they used 
to; they have more money invested in 
war bonds and insurance. Anyone 
looking ahead to judge what his share 
of this post-war business should be, 
must take these factors into considera- 
tion. 

The Pacific Gas and Electric Co., 
serving northern and central Califor- 
nia, has made a study of purchasing 
power by divisions and _ counties 
throughout its territory. Results in 
detail are perhaps chiefly of local in- 
terest, but the type of data studied and 
the overall figures will be of assistance 
to others who wish to make similar 
studies in their own districts. In mak- 
ing this survey, the third in a series of 
“Post-war Market Studies” made by 
the P. G. & E. in order to provide 
basic market data for the use of dealers 
and others in its territory, use has been 
made of data obtained from govern- 
ment agencies, Chambers of Commerce 
and from other reliable sources. 


General Factors 


General factors which determine 
present purchasing power include the 
fact that the nation’s income in 1943 
was double that of 1939, and even after 
the payment of the greatly increased 


The Pacific Gas and Electric Company studies 


post-war purchasing power in its territory 


tax bill, the net buying power was still 
two-thirds greater than before the war. 
Retail sales increased by about one- 
eighth and still the consumer was able 
to save enough so that war bonds and 
bank savings for the first three years 
since the war began were greater than 
the entire national income for any 
previous year. Past debts are fast 
being paid up. Many of the major in- 
stallment items, such as automobiles 
and electrical appliances, have been 
removed from the market and outstand- 
ing contracts have been met. At the 
same time the pay-as-you-go income 
tax has put the nation on a cash basis 
so far as taxes go. Average personal 
income for the country as a whole, even 
ailowing for the deduction of taxes and 
for the increased cost of living, is up 
31 percent over the 1940 figure. The 
average per capita income for the coun- 
try as a whole in 1943 was $1,103, as 
against $588 for 1940. 

Applied to northern and central Cali- 
fornia, the Pacific Gas and Electric Co. 
presents figures to show that a record 
increase in commercial accounts, 
amounting to a 104 percent gain, was 
made during the period from Dec., 
1941 to Dec., 1943. Of these deposits 
36 percent are in personal accounts. In 
addition to the millions subscribed in 
war bonds, savings deposits during the 
same period in this territory increased 
by $390,442,000, or 29 percent. This 
compares with a gain of $173,484,000, 


DISTRIBUTION OF INSTALMENT AND NON-INSTALMENT 
BUYERS AMONG THE VARIOUS INCOME GROUPS 


Income (a) 
Group to 

Income Group All Groups 
Under $500 8.0 
$500—under $1,000 15.4 
$1,000—under $1,500 14.8 
$1,500-under $2,000 16.3 
$2,000-under $2,500 15.0 
$2,500-under $3,000 12.1 
$3,000-under $5,000 13.6 
$5,000-under $10,000 3.4 
$10,000 and over 1.4 


DISTRIBUTION OF INSTALMENT AND NON-INSTALMENT 
BUYERS WITHIN THEIR OWN INCOME GROUPS 


% \nstalment Non-Instalment 
Income Group Buyers to Total Group Buyers to Total Group 
Under $500 8.2 91.8 
$500-under $1,000 18.6 81.4 
$1,000-under $1,500 30.6 69.4 
$1,500-under $2,000 34.0 66.0 
$2,000-under $2,500 36.6 63.4 
$2,500—under $3,000 45.3 54.7 
$3,000—under $5,000 30.7 69.3 
$5,000—under $10,000 23.8 76.2 
$10,000 and over 23.5 76.5 


\nstalment % Non-instalment 
Buyers to Buyers to 
All Groups All Groups 
2.2 10.5 
9.6 17.9 
15.2 14.6 
18.4 15.2 
18.4 13.6 
18.4 9.5 
14.0 13.5 
2.7 3.7 
11 1.5 


or only 9.5 percent, for the entire state 
of California during a comparable pre- 
war period. Figures are presented in 
detail by divisions and counties. 

Sales of war bonds of various types 
are also studied by special areas. For 
the northern and central areas of Cali- 
fornia the purchase of series “E” bonds 
amounted to $848,062,807 in a three- 
year period, from May, 1941 through 
August, 1944, or about 3.3 percent of 
all of these bonds sold throughout the 
United States in the same period. $39,- 
404,374 and $163,611,419 were invested 
in series “F” and “G” bonds, respec- 
tively, from January, 1942 through 
July, 1944 in this region. 


Cash Income 


Cash income of individuals in north- 
ern and central California increased 73 
percent from 1939 to 1942. Retail 
sales for 1943, compated to 1939, were 
98.2 percent higher’in this area and 
buying income avas up 157 percent over 
1939 levels. It has been found that the 
greatest gains.in all departments are in 
the areas where war materials are 
being produced in large quantities. 
Abnormally large payrolls, increased 
rates of pay and overtime pay have 
swelled the total, while rental incomes 
are higher because there are no vacan- 
cies. The demands upon the farm made 
by war conditions have resulted in sub- 
stantial increases in earned income in 
agricultural areas. 

Tables for instalment buying have 
been taken from Bulletin No. 773, U. S. 
Bureau of Labor Statistics and show 
that more than 50 percent of all in- 
stalment buyers come from the group 
having incomes between $1,000 and 
$2,500. Distribution of such purchases 
by income groups is indicated in table 
at bottom left. 

Increased employment during 1941 
and the fear that certain merchandise 
would disappear from the market led 
to excessive instalment buying during 
1941. Curtailments already in effect by 


Much Money For Post-War Markets? 


the end of 1941 limited the goods avail- 


able and in the following year Regula- 
tion “W” further restricting credit 
buying also helped to reduce the out- 
standing instalment debt. In December, 
1941, the amount was 9.5 billion, or 
26.6 higher than in any previous year. 
In the following two years the figure 
was reduced by 45.7 percent or nearly 
one half. The short term consumer 
credit situation in the country as a 
whole for the years 1939-43 are ab- 
stracted from the Federal Reserve Bul- 
letin of May, 1944 as follows: 

Other factors considered in the 
study include Building and Loan Asso- 
ciation deposits which, in northern 
California, have increased by 26.5 per 
cent from the end of 1939 to the end 
of 1943. Private investment in insur- 
ance policies for California as a whole 
(figures are not available for the north- 
ern section of the state) as indicated by 
the amount of premiums paid, gained 
10 percent during the same period. 
Money in circulation throughout the 
country as a whole, as reported by the 
Federal Reserve Bulletin, increased 
markedly. Coin and small denomina- 
tion currency showed a 196.2 percent 
gain in 1944 as compared with 1939, 
while large denomination currency 
($50 to $10,000 bills) increased by 
221.3 percent. Factors involved in this 
increase include the rise in payrolls, 
the large volume of demand deposits, 
the fact that people during a period of 
prosperity keep more money on hand, 
hoarding in fear of taxes, and changes 
in the character of retail trade involv- 
ing larger down payments and more 
cash buying. 

These basic figures are presented by 
Pacific Gas and Electric for local study 
by those trying to estimate post-war 
markets in their own communities. 
No final conclusions are drawn and no 
predictions as to future purchasing 
power are made, as it is felt that such 
findings would have only a speculative 
value. 


TOTAL CONSUMER CPFr'T BY MAJOR PA®TS 
(Estimated Amounts Outstandinc in Millions of Do!’ 
Instalment Credit 
Total Total Sales Credit Single 

End Con-  Instal- - Instal- Pay- Ser- 

of sumer ment Auto- ment ment Charge vice 
Year Credit Credit Total motive Other Loans Loans Accts. Credit_ 
1939 7.518 4,351 2,792 1,267 1,525 1,559 1,089 1,544 534 
1940 8.767 5,434 3,450 1,729 1,721 1,984 1,123 1,650 560 
1941 9,499 5,921 3,747 1,942 1,805 2,174 1,204 1,764 610 
1942 6,165 2,932 1,494 482 1,012. 1,438 1,072 1,513 648 
1943 5,158 1,939 816 175 641 1,123 1,034 1,498 687 
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He could raise the roof in Washington... 


F you want to know who really runs 

this country, look for a familiar figure 
in overalls. He's the real boss. The Ameri- 
can farmer. 

He wields the mightiest political in- 
fluence in America. 62% of our repre- 
sentatives, 779% of our senators are 
elected by rural constituencies. 

Business should perhaps know the 
farmer better. He’s our biggest producer, 
biggest employer, biggest consumer. He 
operates on only one scale—a_ colossal 
seale. Last year’s farm income is esti- 


mated at 27.8 billions, an all-time 


What business can ignore the far 
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record for any industry on earth. 
And that was the entire world’s good 
fortune. For in these days the efli- 
ciency of our agriculture is essential 
not only to ourselves, but to all our 
fighting Allies. 

For that reason, Country Gentleman is 


very mindful of 


its present re- oad 
sponsibilities. 
As the farmer’s 
No. 1 magazine 
—enjoying un- 


matched prefer- 


ence among farmers—it is our job to 
supply the farmer with the vital infor- 
mation he must have to maintain his 
own responsibilities. 

Our field staff of 600 agricultural au- 
thorities is working unceasingly in the 
farmer’s interest. And thus Country 
Gentleman is working in the interest of 
all American Industry. For the service we 
give to farmers is reflected not alone in 
their confidence in Country Gentleman 
itself, but in the products advertised in 


s.:\its pages—the products America must sell 


to the farmer if the nation is to prosper. 


mer’s strength? 
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The sketch below, made on the spot by a WAC sergeant, 
shows some of her “buddies” doing their washing with the trusty 


Maytag in their barracks laundry room at a large Army post. 


JUST AS MAYTAGS are serving our fighting men in three barracks. \t runs long, hard hours, with 

in every corner of the globe, se, too, they are making heavy loads that include everything from 

an outstanding record with our women in uniform. shirts and bathrobes to grimy mechanic's overalls. 
WACs, too, use 


But, like all Maytags, it’s built to “take it”— 


The above sketch and a letter, sent to us and keep on giving efficient, dependable service. 


recently by a WAC sergeant, tell what a big job ' ‘ Sie ; 
a Maytag is doing for these girls. It is experience like this which is proving Maytag 


leadership. It is just such record performance 


Although sixteen years old when they got it, this which will make women remember Maytag, 
Maytag has been serving them faithfully, day in and send them to stores of Maytag dealers when 
and day out, for over a year—doing the wash of women they choose washers for their future homes. 


Maytag Has a 7 to 1 Head-Start. Maytag led 7 to 1 over any other make 
when women were asked what washer they'd choose after the 

war—in independent surveys of more than 36,000 homemakers in 
large cities and small, made in 1944 by a large newspaper and 

a widely-read weekly publication. 


WASHERS IRONERS 
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Bendix enters the home set field with one of the finest 
reputations in the world. 


To the millions of people who build and buy planes. 
ships, trucks and motor cars, Bendix has long been 
famous as the foremost source of brakes. starter drives, 
carburetors, scientific instruments and controls. 


To the millions of boys on the battlefronts these Bendix 
products and the radio and radar equipment created 
by the Bendix Radio Division are renowned as the peak 
of quality and advanced design. 

This is the vast market eagerly awaiting the Bendix 
Home Radio line. And-for this market Bendix will 


provide a complete line of postwar radios and radio- 
phonographs modeled to postwar ‘expectations—far 


ahead in tone, styling, stamina and technical develop- 
ments—backed by one of the largest advertising and pro- 
motion programs in the industry. 


This great name and this great product are matched 
by a great franchise, planned to let you cash in to the 
full on Bendix great sales potential. A Selective Dealer 
Program and profit-making discounts are among the 
many factory policies devised to 
protect your future and your 
profits in every possible way. Send 
for the book “A Great Name 
Soars Into The Home Radio 
Market.” Get the facts and get 
started building with Bendix for 


postwar and the vears ahead. 


BENDIX |S A TRADE-MARK OF THE BENDIX AVIATION CORPORATION 


Bendix Radio 


BENDIX AVIATION CORPORATION «© BALTIMORE 4, MARYLAND 
LEADER IN ELECTRONICS, MAGNETICS, ELECTRO-MECHANICS, OPTICS, CARBURETION, HYDRAULICS, AEROLOGY 
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You Get It in 


For more than 28 years, Sunlight motors have been 
built on the policy of providing full measure. There 
is no skimping on materials, either in quantity or in 
quality. There is no cutting corners on design. 


Proof of the extra value built into Sunlight motors can 
be found in the features that safeguard performance: 
the extra-heavy coatings of dielectric insulation that 
protect motor windings—the extra power that pro- 
vides up to three times rated starting capacity—the 
full-gauge copper wire to cut down heat generation 
—the diamond-bored bearings, set in self-oiling cast 
bronze journals. 


Best proof, though, is the trouble-free performance 
provided by Sunlight motors in millions of homes, 
where they drive leading makes of electrical ap- 
pliances. Manufacturers and dealers know they 
can depend on Sunlight motors for full measure 
—in years to come as in years past. 


SUNLIGHT MOTORS FOR: AIR COMPRESSORS 

WASHING MACHINES + POWER-DRIVEN BENCH TOOLS 

STOKERS + WATER PUMPS + REFRIGERATORS 

MILKING MACHINES + OIL BURNERS MILK SEPARATORS 

FURNACE BLOWERS + VENTILATORS + IRONERS 
AND MANY OTHER APPLICATIONS 


KEEP BUYING WAR BONDS 
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Do Appliance 


Priority lans Work? 


Advantages of appliance priority 
clubs outweighed by drawbacks, it 
is revealed in this dealer survey 


RIORITY clubs by which dealers 
Pi: orders for delivery of electri- 

cal appliances after the war have 
more drawbacks than advantages. That 
is the considered opinion of a number of 
dealers who have tried them. One 
dealer went so far as to say that such 
clubs are “not worth a tinker’s dam,” 
being a positive harm rather than help. 


Reasons Against Priorities 


Here are some of the reasons given 
by dealers for the unworkability of pri- 
ority clubs: 

1—Customers will be more plentiful 
than appliances for some two years 
after the war, so no priority club will 
be needed. 

2—Merchandise may be rationed on 
the basis of need. 

3—Too much bookkeeping required 
as list becomes longer. As one dealer 
said “Why not take the telephone di- 
rectory instead, as everybody will be « 
customer for some appliance.” 

4—Priority clubs smack too much of 
favoritism. Is the dealer going to take 
time to look up customers on his pri- 
ority list when he has them at his door 
wanting to buy? 

5—The customer far down on the 
priority list is apt to “jump the guns” 
and buy from some other dealer pro- 
vided he can get the merchandise there 
first. Other customers will die, move, 
change their minds, making much con- 


| fusion. 


Reasons for Priorities 


On the credit side of the ledger the 


| priority club offers the following ad 


vantages: 

1—It has advertising value in help- 
ing a dealer to maintain his store as a 
marketplace for appliances after the 
war. However, dealers who have tried 
it report that customers are easily con- 
fused and some come rushing in think- 
ing they can get a refrigerator, washer 
or what not immediately. 

2—It offers an advantage where an 
electric or gas dealer or utility is striv- 
ing to improve its competitive position. 
As an example gas utilities have per- 
haps gone further than any others in 
perfecting priority clubs and making 
them workable. 

3—The priority club has the advan- 
tage to the dealer of giving him a pic- 
ture of the “buying intentions” of his 
customers. He can thus make his own 
after war plans more intelligently and 
even place advance orders with his 
jobbers and manufacturers on a more 
scientific basis. 

In most priority clubs, the dealer, 
either by direct mail or newspaper ad- 
vertising, invites the public to come in 
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and register for appliances of their 
choice. No down payment is required 
This. seems to be the chief weakness 
of the priority club. It represents no 
bona fide sales, but merely the buying 
preferences of the public, a list of 
names of persons who sav now they 
want to buy something after the war. 
Such a long list in one dealer’s hand 
lead him to say it was “just another 
telephone directory.” 

Yet, with conditions like they are, it 
is difficult to devise any plan for a bona 
fide advance sale with a down payment. 
Some customers would be glad to put 
up money with some dealers (those 
with reputations in the community), 
but most dealers do not want to handle 
the money for an uncertain sale in the 
future. If the person dies, moves, or 
changes his mind the money would 
have to be refunded, so most dealers 
figure, why worry with a deposit. 
However, the time might come when a 
dealer could accept deposits with a 
reasonable assurance that he will have 
the appliance within a few months. By 
that time possibly the conditions which 
determine the price, such as labor cost, 
size, model, etc., will be known and 
the price can he incorporated in the 
sales contract. 


A Successful Plan 


Perhaps the most successful priority 
club is one operated by a leading gas 
utility. Here is the way it works: The 
customer deposits any amount he de- 
sires monthly with the utilitv, paving 
it along with his gas bill. The utility 
invests these funds in war bonds to the 
customer’s credit, but holds the war 
bonds to apply toward the purchase of 
the desired appliance when available. 
Tf the customer doesn’t have the appli- 
ance paid for when it becomes available 
he can make out notes for the balance 
at 6 percent interest. Any overage is 
refunded to the customer. However, 
this contract specifies that the customer 
may change his mind and get his money 
hack without interest if he so desires. 

This utility in its advertising of its 
priority club brought out one good 
reason for the customer buying in this 
manner, and that is to save the finance 
charges assessed where an appliance is 
bought on the installment plan as is the 
usual case in normal times. 

As indicated, one advantage of the 
priority club is that it gives the dealer 
a picture of the demand. Thus one 
dealer circularized 15,000 persons as 
to their buying intentions. The replies 
were then tabulated on an analyzer 
sheet to determine the preference for 
the various appliances. He has placed 
advanced orders with his sources of 
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HLLUSTEATION FROM HARMONIC’S NATIONAL ADVERTISEMENT, SINGIN 


Earmarked for pre 


O the man or woman who instinctively 

chooses finer things for finer living, the new 
PHILHARMONIC Radio-Phonograph will be a 
natural selection. For the PHILHARMONIC 
offers the distinctiveness that comes only with 
less common possessions. Its tonal capacity, 
Spanning the full range of human hearing, re- 
veals a musical htt: in which every tone 
from lowest to highest, is richer. more beau- 
tiful in its absolute fidelity. 

While PHILHARMONIC’S engineering 
achievements have made this new radio-phono- 
graph the certain choice of music lovers, mu- 
sicians, and music students—don’t overlook 


1S OIFFE 
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or underestimate a great additional market for 
the new PHILHARMONIC—with America’s 
changing economy, more and more people 
will want finer things...more and more people 
will have the means to buy them. 
PHILHARMONIC’S national advertising, 
reaching an audience of 20,000,000, is already 
creating potential profits for the many music 
and department stores who have joined the 
PHILHARMONIC family. And their profits are 
protected, under our exclusive Sinadhins plan. 


PHILHARMONIC RADIO CORPORATION 
522 East Seventy-Second Stréet, New York 21, N.Y. 


fit...through pride of ownershap 


-RADIO-PHONOGRAPH 
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Chromel helped you plan Tomorrow’s Home 
38 YEARS AGO 


For your home of tomorrow, you likely are planning to use 
electric heat, wherever it is practical. You and your customers 
like electric heat, because you know it contributes to the 
niceties of living. And where does Chromel come in? .. . 
Chromel is the heating element. It was discovered 38 years 
ago. Not until Chromel, were heating devices of any value. 
They burned out too soon. But Chromel changed that—and now 
heating devices last for years without element trouble. Like 
all things good, Chromel elements at last wear out—but the 
fact merely reminds you of how very long indeed the Chromel 
elements have lasted. . . . When heating devices are again 
available, remember to specify that the elements are to be 
made of CHROMEL. This alloy is technically described in 
Catalog-M, that would be useful to your Service Dep't. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


HOSKINS 
CHROMEL 


ELECTONCAL HEATING EL 


j 
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supply on the basis of this survey. On- 
thing this dealer found out is that the 
washing machine is A-1 on the want 
list of his customers. 


Dealers Abandon Pian 


Perhaps the biggest argument 
against the priority club is that a num- 
ber of dealers who tried the plan have 
abandoned it. The general explanation 
was that it was “too much trouble,” 
required too much detail, and that the 
future was “too uncertain.” Yet on the 
other hand a small Southern dealer has 
been “going to town” taking orders 
with down payments for automatic 
washing machines. He also invests the 
money in war bonds. Whether he will 
be able to get the washers reasonably 
soon, or whether they will be rationed, 
even after the war, he of course doesn’t 
know, but his customers want washers 
badly enough to put up the money and 
he is willing to take it. 

The considered opinion of most deal- 
ers interviewed is that now is not the 
time to inaugurate a priority club. 
Conditions may change and make such 
a plan more expedient, they admit, but 
all agree that the proposition should be 
examined from every angle. 


How to Stop 
Solder Wire Snarls 


VERY radio and appliance service 

man knows that solder wire often 

has the exasperating quality of getting 

snarled around other tools and tangling 
up generally on a busy work bench. 

Eldo Ary, owner of Ary Radio Serv- 
ice, 408 Mulberry St., Rockford, III. 
has worked out an idea to control such 
wire. He has put it in the form of a 
common round spring, with a five to six 
inch end sticking out and ready for use. 
The spring part of the wire can be 
held very conveniently in the hand dur- 
ing soldering operations. 

In making up such a spring, Mr. 
Ary takes a round stick and winds the 
pliable solder wire around it for as long 
a length as he thinks he needs. When 
this is done he leaves a six to eight 
inch or more length of unrolled wire 
sticking out the end. Then he pulls out 
the stick from the coil spring—an easy 
operation—and he has his solder wire 
in very convenient form. 

Mr. Ary reports that with his method 
of arranging solder wire, it never gets 
misplaced on his bench, for he can spot 
it very easily. He also declares that 
it is easy to handle. 


A simple way to keep solder wire from 
snarling. 
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Gilbert Quick HAIR j 
REMEMBER. . . for electrical appliances 
A.C. is the CORRENT7 favorite | 
will be the POST WAR favorite The A. C. Gilbert Company, 
_ New Haven, Connecticut, is also famous for “Erector,” 


American Flyer trains and other Gilbert educational toys. 
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Extractor 


Drying 
Tumbler 


Ironer 


Laundering Equipment 
NOW AVAILABLE! 


HERE 
1S YOUR MARKET: 


Laundries © Hospitals 


Deliveries of Simplex Laundering 
Equipment can now be made for in- 
stallations approved by the War Pro- 
duction Board. Here is your oppor- 
tunity for immediate sales and profit 
with a line recognized as the leader 
in its field . . . a line of established 
quality and proven performance .. . 
backed by 39 years of laundry equip- 
ment manufacturing experience! 


Hotels @ Restaurants 
Schools © Apartments 
Factories Nurseries 
Institutional Homes 


Sanitariums fails 
Office Buildings © Etc. 


Thus, your Simplex lroner franchise 
provides you with a supplementary 
line of laundry equipment on which 
you can start right now to turn in 
sizeable sales and profits. Write 
for franchise details. 


The post-war Line of Simplex 


“models, Algonquin, Illinois 


LAUNDERING EQUIPMENT 
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we 4 
Home laundry set up on the sales floor of West Appliance Co., at Headland, Ala., 
and which “takes in washing” as a service to customers and to develop a prospect 
list for the future. At right is G. C. West, proprietor, and at left Dorothy Mims, 


assistant. 


Southern Dealer 
"Takes In Washing” 


ELIEVE it or not, a Southern 

appliance dealer is “taking in 
washing.” It is not that he has been 
reduced to this extremity by the war, 
but that he is using a home laundry 
installed on his sales floor as a demon- 
strator to drum up post-war sales. 

The dealer in question is G. C. West, 
proprietor of West Appliance & Ser- 
vice Co., Headland, Ala. Here is his 
story. He installed a Bendix demon- 
strator in his store on March 17, 1942. 
He sold washers, ironers and hot water 
heaters from this demonstration as long 
as they were available. Then when 
they were no longer available he 
thought the next best thing was to do 
their washing—and that was really an 
appreciated service in an area where 
two army camps are located, the steam 
laundries are overworked and washer- 
women can’t be hired for love or 
money. 

To date West has washed 5,039 tubs 
of clothes by actual count—which any- 
body will agree is a lot of washing. 
He has handled as many as 21 tubs of 
clothes in one day—in fact wasn’t able 
at times to take care of the applications 
for service. 

“The way we work it is as follows,” 
explained Mr. West. “The lady brings 
her clothes to our store in a container 
and comes for them when they are 
ready. When she brings them the 
first time, we have her watch the ma- 
chine wash her clothes. It is then 
we tell her the automatic laundry 
story in minute details. We make no 
charge for washing her clothes this 
first time. Thereafter we charge 45 
cents for a tub of nine pounds or less of 
dry clothes. 

“We have refused fabulous prices, 
ranging up to $1,000 for our floor 
demonstrator. It is not for sale at 
any price. We will continue to dem- 
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onstrate it for the duration. Also we 
are advertising asking those who wish 
to buy a washer to come in and register 
and the response is almost unbelievable 
which is an indication to us that the 
washing machine will be the hottest 
thing in the way of an electrical appli- 
ance after the war. We assign a num- 
ber to each registrant and will deliver 
appliances to them in this order. Also 
we are saving each fifth number for 
returning service men who may want 
to purchase a washer. 

“One advantage of operating the 
demonstrator outfit is that we have a 
service record of our own to talk about 
Heretofore we have had to depend on 
the service record of others. In hand- 
ling the 5,039 tubs of clothes the up- 
keep cost on the washer has been only 
$21.70. According to the national 
average (of three nine pound tubs of 
washing per week) this machine has 
already done the equivalent of 32 years 
work in the average home and still 
operates as efficiently and quietly as 
ever.” 

Mr. West stated that among the 
persons to whom the washer has been 
demonstrated have been families from 
nearly every state in the union, so he 
figures he has developed prospects for 
other dealers as well as himself. As- 
sisting Mr. West in the demonstration 
work is Miss Dorothy Mims who also 
helps look after the office and sales 
floor. She feels she will be “a natural” 
as a home laundry demonstrator after 
the war. 

Already Mr. West has made plans 
to increase the size of his store 159 
percent to take care of the increased 
business anticipated after the war. He 
normally carries a complete stock of 
appliances including the Norge line. 
RCA radios and phonographs, leaving 
brands of phonograph records, Cooler- 
ators, Hamilton clothes dryers, oil cook 
stoves electric churns, linoleum, 
fluorescent lighting and attic fans. He 
also has a complete service departnient 
for all major and table appliances. 
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She's your customer, 


Smithers-- give her 
the Silent Treatment 


Have you tried the “Silent Treatment” 
in selling a radio-phonograph? It's new—and it works! 
— if the instrument is a Crosley. 


we 
wish 


crister 


-vable 
it the 
ottest 
appli- 

num- Customer: How can it be turned on? I don’t hear Smithers: The Floating Jewel* is a permanent Customer: Perfectly beautiful! I have never heard a 
leliver any needle noise! rounded sapphire stylus in a scientifically bal- record played like that before. 

Also) Smithers: Exactly. That's the big plus—it’s the anced tone arm. It floats along the sides of the Smithers: Naturally not, Madam. This is an entirely 
er for permanent “silent” needle that says goodbye record grooves. It can’t dig in the way old- new tone system — patented — exclusive with 
- want forever to needle scratch and hiss. It’s the fashioned needles do. Records last up to ten times Crosley. No more needles to buy, or change, or 

Crosley Floating Jewel* Tone System. longer. Now—let’s listen to the record. hear! 
g the 
lave a 
about 
HEARING is Believing F¢ 
vand- 


he up- Demonstrate the Crosley like this: 


n onl I Le ber listen to the “silent” Floating Jewel*. At low 


abs off 0m volume (where needle scratch is emphasized) there 
re has} is virtually no needle noise. And no more needle 
years changing. 
d_ still 
tly as 


Let ber listen to the dem- 
onstration record which 
the Crosley will make avail- 
‘s heen Hil able to you. Nothing will 


s from Old-fashioned sharp Crosley 

SO quickly convince her needles—*‘Scra-a-tch! Floating Jewel* plays 
so he Hi-i-sss! the untouched sides 
cts for mat there is nothing like Chatter!” of the groove. 


f As- fm the Crosley Floating Jewel* Tone System — with Master 


tration MH Tone Control affording 64 different tone combinations. 
ho also 
1 sales § Remember to tell ber that Crosley brings her every mod- 


atural” fj ¢tn improvement in radio engineering PLUS the patented 
yr after Mexclusive Crosley Floating Jewel* Tone System and 
Master Tone Control. You'll get results—profitably! 


e plans 
yre 150 
creased 


ar. He 
tock of 7 
re line, 


Jong 
a Aine THE CROSLEY CORPORATION, CINCINNATI, OHIO 
F k Another Enthusiastic Salesman: It’s human nature. Your customer will 
Dt , convince her friends—just as you did her, by the “silent treatment” 
nojleum, 


and the “listening test”. Her friends become your prospects. 


*Patented 


ns. He 
artn ent 
ces. 


Radios : Radio-Phonographs : FM : Television : Short Wave : Electronics : Radar : 
Refrigerators : Household Appliances : The Crosley Car : Home of WLW ,"The Nation's Station” 
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1900 
for the modern housewife. It is NEW. © 
It is Completely AUTOMATIC. It is 

SMOOTH and QUIET in operation. _ 


washing by the leading manufacturer in 
washing machine field, the Whirl-o. 


UN 


Designed around a proven principle of 
| DRED WHIRLPOO) \ 
\ 
E 
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WHIRLPOOL 
Conventional Washers and Ironers 


The World’s Standard for Quality — 
and Beauty .. . produced in 
volume at low cost. 


PORTABLE 
WASHER 


ENGINEERS MANUFACTURERS . DISTRIBUTORS 


WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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“Now We Come 
to the Motor Drive...” 


Theoretically, you could hook up a 2000-h.p. aircraft 
engine to a refrigerator—and make it work. The 
application might be somewhat noisy, a trifle expen- 
sive, and more-than-a-little hard to sell to America’s 
home owners. 


We have good reason to know that such extreme 
measures will not be necessary. Here at Delco Prod- 
ucts, greatly increased manufacturing facilities will 
be available to meet increased postwar demands for 
Delco motors and Delco hermetically-sealed power 
units. These will be built in volume to provide leading 
makes of refrigerators, washers, ironers, stokers, oil 
burners, air conditioners and other appliances with 
the best in motor drives—quiet, efficient, dependable. 


Until military demands are satisfied, Delco Products’ 
assignment will continue to be the production of 
special aircraft motors and electrical equipment for 
the armed forces. Delco Products Division, General 
Motors Corporation, Dayton, Chio. 


TOMORROW'S LEADING APPLIANCES 
WILi BE 


DELCO-POWERED 


PRODUCTS 


DAYTON, OHIO \ 


War Bonds Are Fighting Dollars 


DELCO MOTORS 
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The Public Buys More Records 


ment to listen to a tune or two. From 
the seller’s standpoint, the extraction 
is painless. The buyer seems to love 
it too. 

A small casé on the wrapping coun- 
ter displays the various type of needles, 
each clearly labeled for number oi 
plays, price, and other data. Needles 
sales are surprisingly frequent. 

Don’t for a second get the idea this 
self-selection proposition is a super- 
duper sales artist positively guaranteed 
to coax every last bill out of the cus- 
tomer’s pocket without any help from 
the sales force. Self-selection needs 
the personal touch of suggestive selling 
as a backer-up. Many smart record 
merchandisers, for example, leave a 
customer entirely to himself until he 
asks a question. One word out of the 
browser, or even apparent hesitation 


| on his part, however, and all the per- 
| suasiveness of suggestive selling im- 


mediately is brought into sharp focus. 
An experienced record salesperson 
promptly does his stuff—but smoothly ! 

A majority of customers, observation 


| soon revealed, ask questions, thus ex- 


posing themselves to this treatment. 
This affords suggestive selling methods 
a chance to add more records to selec- 
tions made up to this point. And how 
a good seller can add more records! 

Phonographs and record cabinets 
also are sold in the Bloomingdale’s rec- 
ord department. Other accessories are 
displayed in likely spots in these rooms. 
In normal times combinations probably 
will make a strong bid for any floor 
space which still may be open. 


Why Fixtures Sell 


“How do you explain the fact that 
fixtures sell more records to more peo- 
ple than a capable salesperson?” we 
asked Mr. Drayson. 

“Suppose I’m back of a counter and 
a customer asks me about a certain 
type of recorded music. How many 


| records, perhaps giving title, composer 


and other such important information, 
can I recall offhand in a few seconds 
without refreshing my memory by ref- 
erence to the catalog? Maybe four or 
five, possibly a couple more at most. 


BLAKLE 


CONTINUED FROM PAGE 28 


A rack with 36 albums, all symphonies 
and properly grouped, for example, 
answers the customer completely and 
without any assistance from me at all. 
Meanwhile that same rack may be an- 
swering similar questions for several 
other browsers here. My limit is one 
at a time. Later [ may help them, 
singly of course, with further selec- 
tions through suggestive selling while 
we look over these displays together. 
It’s the same story in the popular 
music field. Ten selections may be 
accounting for 30 to 40 percent of the 
total public demand. An efficient self- 
selection fixture will sell all of them 
like hot cakes—without any attention 
from the staff.” 

As against the standard department 
of yesterday, how do dealers find a 
functional department stands up in the 
matter of record theft, breakage, wear 
and general mix-up of stock on display? 
The answer is: “less than normal.” 


Some Other Opinions 


Let’s take a quick look at the post- 
war picture for records, against a mer- 
chandising background, as briefly ex- 
pressed by some of the boys who study 
trends and know their stuff from long 
association with the industry. 

Quoting from a statement by Edward 
Wallerstein who heads up the Colum- 
bia Recording organization: 

“The development of the record busi- 
ness during the past ten years has been 
phenomenal and the end is not yet. 
You in the retail record business are 
on the threshold of a retail volume 
three times greater than you ever 
knew before.” 

From an interview with O. W. Ray, 
vice-president and general sales man- 
ager of Times Appliance Co., New 
York City, a distributor of Columbia 
records: 

“In 1932 there were 10,000 records 
sold. During the past four years an 
nual sales have ranged roughly between 
100,000,000 and 125,000,000. There 
will be 250,000,000 to 300,000,000 rec- 
ords sold per year as soon as man- 
power conditions permit. Look for 
most new radio consoles to carry turn- 


“OH, FOR HEAVEN'S SAKE, WHY CAN'T YOU FORGET ABOUT 
BEING A LINEMAN AND SHAVE LIKE OTHER MEN DOI!" 


FEBRUARY, 1945—ELECTRICAL MERCHANDISING 


ELECTR 


\\ 
N 
* 
rs 
4 
~ 
| 
| | 
| 
| 
| 
| 
— | rs 
3 


man- 
New 
mbia 


-ords 
; an 
ween 
‘here 
rec- 
man- 
for 
turn- 


ING 


Clear asa Bell 


HOME ENTERTAINMENT 
AT ITS BEST 


RADIOS + TELEVISION SETS - 


ELECTRICAL MERCHANDISING—FEBRUARY. 1945 


Every woman knows that beauty is more than skin 
deep... that real beauty, in radios, is beauty of tone. 
And they choose radios in the same way they enjoy 
them —by ear. Tone makes the sale! 


Sonora cabinets are noted for beauty of finish, 
beauty of design. But SONORA gives you—and your 
customers—extra beauty . . . the beauty of the famous 
tone that is “Clear As A Bell.” 


Every SONORA radio must have the finest tone in 
its price class, or it isn’t good enough to be called 
a SONORA! That"’Clear As A Bell’’ tone—nationally 
known and nationally advertised — gives SONORA 
a selling headstart over any competition! 


Sonora specializes in home entertainment. Special- 
izes in building a home entertainment line that can- 
not be surpassed. When manufacture of fine civilian 
radios returns—look to SONORA for HOME ENTER- 
TAINMENT AT ITS BEST! Sonora Radio & 
Television Corp., 325 N. Hoyne Ave., Chicago 12, Ill. 


RECORDS + PHONOGRAPHS + RECORDERS 
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MOTORS 


KEYS 


VENT FANS 


DRILLS 


| SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAR 


Offices in Principal Cities 
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The Public Buys More Records 


tables, too. And by the way, bear in 


mind that a live dealer making a sale 
on such a set should sell an equal dol- 
lar volume in records along with it. 
The day of the gloomy record depart- 
ment where customers were forced to 
pull the albums out of hiding is over. 
Visual merchandising is a ‘must’ for to- 
morrow. Dealers who do net have an 
industrial designer to consult regard- 
ing plans for such a department would 
do well to obtain suggestions from their 
manufacturer. Tomorrow’s racks, in 
my estimation, will be constructed to 
hold the albums six or eight deep 
rather than one or two deep as seems 
the rule today.” 

At Bruno-New York, appliance dis- 
tributors selling the Victor line, Phil 
Silverman who has been handling the 
record department there for 23 years 
had this to say: 

“First, regarding the post-war po- 
tential, I don’t think the surface yet 
has been scratched and thus look for 
vastly increased sales. Greater strides 
have been made in music in this coun- 
try during the past 15 years than in 
the preceding century. Everyone now 
seems music conscious. We have many 
more concert orchestras and the concert 
halls usually are filled. More books on 
music have been written in the past 
ten years than in the preceding hun- 
dred years. The layman now can dis- 
cuss music’s most famous composers. 
The kids start with a jitterbug record 
and a few years later they buy recorded 
classical music. To me this all adds up 
to an increasing climb in the sales 
curve on records, 

“As for merchandising records 
through self-selection methods, that’s 
the proper way to sell them. The per- 
sonal punch then automatically comes 
near the end of the sale, where it be- 
longs, rather than at the beginning. 
\ dealer never should open on the per- 
sonal selling note with a customer un- 
less he is prepared to carry through 
all the way. Keep that punch for 
the end, after the customer already has 
shot nearly his limit by his own self- 
selection tendencies.” 

One of the top men at Decca put it 
this way: 

“I’m a firm believer in soundly-pre- 
pared graphs. The graphs say there 
will be a lot more turntables around 
after this war. The graphs also say 
there'll be a great many more records 
sold at that time. I firmly believe them 
on both counts. 

“Merchandising methods? I’ve al- 
ways screamed at the dealers to get 
the records out in plain sight instead 
of just showing their rear ends to the 
trade. Certainly, I like this self-service 
feature. But you still need a good 
salesperson in the department to han- 
dle those records. I’ve seen one girl 
transferred to three different branches 
run by one firm and the very same day 
she first reported at each store the 
record sales there showed an increase. 
Furthermore, I saw the manager of 
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that same firm sack another girl when | 


he found her discussing the relative 
merits of recordings of the same num- 
ber made by two different companies. 


She was employed to sell records, not § 


become involved in lengthy discussions 
with customers. Never sell that per- 
sonal angle of the retail business short. 
It’s the personal touch-at the end that 
definitely adds the wallop to self-service 
merchandising.” 

Finally, we asked a number of appli- 
ance dealers what factors about this 
business appealed most to them. Add- 
ing the answers together we get this 
composite slant : 

New discs come out every week and 
the customers come in for them every 
week. That’s good floor traffic. 

There’s no service on records; no 
exchanges either. The customer carries 
them out himself—no deliveries at all 

The sales production per square foot 
when considered against any other al- 
lied lines, is very high. The dollar 
value per unit—and you select any unit 
you want—is very satisfactory. 
~ New releases don’t kill the old rec- 
ords. Matter of fact a record ter 
years old still is worth as much as you 
paid for it. There are no mark-downs 
on records in this territory. These rec- 
ords retain their value. Furthermore 
they’re well advertised nationally in 
magazines and over the radio. ‘The 
manufacturer provides us with plenty 
of sales helps. The turnover is more 
than ample. 

Seems like the dealers who hanille 
records like them as much as the cus 
tomers do. 


Planes and Appliances 
in Business Combination 


UNIQUE departure in the elec- 

trical appliance business is re- 
vealed in plans of the Hampton Electri 
Company, 5852 Hampton Blvd., > 
Louis, Mo., to construct a new building 
which will incorporate the sale o 
electrical appliances with the sale and 
repair of airplanes. 

Said to be the first of its kind, the 
building will be a one-and-two stor) 
affair and will be constructed as soon 
as materials are available, according to 
Robert A. Baudendistel and E. H 
Woestendiek. Woestendiek has been in 
the electrical business for 23 years anc 
owns the Hampton Electric Company 
Together with Baudendistel he oper: 
ates the St. Charles Airport here. — 

The new structure will contain 25, 
000 square feet of floor space. A cor- 
ner display window of plate glass will 
be large enough to show three airplanes 
simultaneously, a feature which makes 
this building unique. The two-story 
electrical appliance division will adjoin 
the display window at one side, while 
a one-story plane repair department 
will adjoin at the other side and at the 
rear. 
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The 
lenty 
more 
HOUSANDS of your customers are eagerly waiting for the time when 
on they can buy a G-E radio-phonograph or one of the other coming 
models. How do we know? Because they've told us! 
This intense public interest in coming G-E radios of all types, especially 
25 FM radio-phonograph combinations, is the result of these two important 
facts: 
on 
ms @ = -E radio will be of unprecedented quality, guaranteed by supe- 
oles 
s re-i rior component parts, war production innovations and improve- 
ectri ments, rigid inspection and testing methods; 
St 
ilding @ General Electric's tremendous pre-selling campaigns of the past 
le . three years—by far the greatest of any home radio manufacturer! 
e an 
d, the The new G-E radio line will give you these sales-producing features: 
story 
soon FM (Frequency Modulation) —that vir- full-color tone of recorded music . . . 
ing to tually eliminates static, interference and PLUS — brilliant improvements in all the 
a H. fading; that brings natural color music, regular features of radio. 
een if surpassing all previous standards of radio : ; 
al " Give your customers the best in post-war 
rs entertainment .. . 
ypany radio reception and radio-phonograph re- 
oper: RADIO -PHONOGRAPH — that reveals production... with General Electric. Why 
e. music on records never heard before. not consult with your G-E radio distrib- 
n 25, General Electric engineers havediscovered —utor. Write to Electronics Department, 
\ pe" a revolutionary way to bring to life every | General Electric, Bridgeport, Conn. 
Wil 
planes General Electric is building more military radio equipment 
makes than any other home radio manufacturer. 
- story 
ad oin 
while GENERAL ELECTRIC 
‘tment 178-D2 
at the 
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ty One of the many full-color full-pqye G-E 

ES advertisements, carrying the story of FM 
radio to your customers, 


PORTABLES + TABLE MODELS + CONSOLES + AUTOMATIC PHONOGRAPH COMBINATIONS 
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IT'S NOTHIS UNIFORM....THEY 
SAY HIS DADS GOING To SELL 


AUTOMATIC WASHERS 
AFTER THE WAR 
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HOMEMADE WASHER—M. E. Morris 
of Richmond, Va., and his wife are proud 
of the machine concocted by Mr. Morris 
out of half an oil drum, a hand pump 
salvaged from a fire and two 12-in. pul- 
leys. The “dasher,"” shaped from sheet 
iron around a salvaged pipe accomplishes 
56 beats a minute as compared to the 
commercial 60 to a minute. The motor, 
under drum, powers the two 12-inch 
pulleys connected to an arm stroke that 
drives dasher. Drain pipes and a hand 
pump make emptying the machine a 
simple matter. Rollers on wooden stand 
add to its portability. 


Remodeled Department 
Doubles Repair Volume 
EMODELING of the Appli- 


ance Service Department and 
addition- of trained personnel at the 
Denver office of the Public Ser- 
vice Co. of Colorado has enabled that 
shop to handle more than twice the 
volume of business possible in prewar 
days. Floor space at present is nearly 
twice the original area of the shop. An 
enlarged radio room, 


acoustically 
treated, has been added. 


New work 


benches and vises, new cupboards an‘ 
rearrangement of the storage room 
help to speed repairs. A new drill 
press and milling machine attachment 
enable the shop to make its own specia 
parts which cannot be obtained else- 
where. Fluorescent lighting has been 
installed over all benches and workin; 
areas. 

Improved procedures for drawin 
material from stock to save service- 
men’s time have been worked out in 
cooperation with the stores and ac- 
counting departments, Several addi- 
tional trucks have been placed in ser- 
vice for the summer months to take 
care of the increased service demands. 

To take care of this increased volume 
of work, a “Training Within Indus- 
try” methods were utilized, supple- 
mented by “Job Instruction Training,” 
“Tob Methods Training” and “Job 
Management Training” programs, 
both in the preparation of new men 
and as refresher courses ior the experi- 
enced members of the department. 


Denver Radio 
Repair Laboratory 


UBLIC Service Company's Den- 
ver radio repair laboratory has 
been carefully designed to take care of 
present requirements with a minimum 
of waste motion and to provide space 
for future expansion. The room is 
completely shielded by means of metal 
lath and is acoustically treated. Light- 
ing consists of eight 100-watt white 
fluorescent lamps mounted in indus- 
trial-type reflectors. The illumination 
level is over 100 ft.-candles at working 
level. A forced air ventilation system 
keeps working conditions at their best. 
Unit panels are used for mounting 
the various test equipment, with a 
number of blank panels installed to 
take care of future expansion. Bench 
tops are covered with condemned 
rubber blankets which serve to prevent 
damage to cabinets and chassis. Small 
parts are neatly arranged in glass jars 
in a neat shelving arrangement built 
flush with the testing panels. Ed 
Nelson is in charge of the work. 


Refrigeration cabinet and unit repair division of Public Service Co. of Colorado. 


Al Cykler is oiling a motor. 
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KEEP BUYING WAR BONDS 
KEEP THOSE YOU BUY 
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The Original 
Fully Automatic Steam Iron 
—Quarter Million Already in 
Use Before Pearl Harbor 


AN At 


OPA Approved 


List Price 

4 The name that tops the steam iron field...the pioneer of the fully automatic § This 
’ steam iron...the unquestioned leader in quality and performance...the first mate 
to embody features guaranteeing absolute safety...and the favorite of B only 
appliance dealers and consumers alike—is STEAM-O-MATIC. many 
PET 
Thousands upon thousands of STEAM-O-MATICS were in the hands of the p 

delighted homemakers by 1942. When war stopped production, this iron 
was both top name and last word in the art. | Just 


This is the iron we now offer you—best in 1942 and still best in 1945. You 
may expect to find further developments when full-scale production is re- 
sumed, for STEAM-O-MATIC will continue to point the way in pioneering 


achievements. Meanwhile, this model is in all respects far in advance of the 
field. 


WAVERLY TOOL COMPANY 


Executive Offices: Drake Bidg., Irvington, N.J. 
Factory and Service: Sandusky, Ohio 
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Unchallenged in the 
Field, with Sensational 
Features Utterly 
Beyond Comparison 
with Any Other Iron 


OPA Approved 
List Price 3 


atic This iron was completely new and revolutionary when the war struck. Before 
irst material restrictions stopped production, there was opportunity to produce 
of only 20,000. It presents, in every way, a brand new development—actually 
.many years ahead of its time. There are other good electric irons, but 
PETIPOINT has so many important exclusive features, it is bound to occupy 


‘ . the position of the pacemaker—the outstanding iron development of the future. 

ro 

Just note these exclusive PETIPOINT features: 
* Only iron that’s air cooled. Handle can’t get hot. Small soleplate irons 

You * Only iron with dual soleplate; for regular or “close” ironing. hard-to-reach places. 

a * Only iron with side-rest. Can’t topple over when not in use. 
<% * Only iron with heat adjustable to speed of individual ironer. 

the + 


Absolutely accurate heat control. Fully automatic. 


SALES REPRESENTATIVES: 


MARTIN CARLESTEIN & ASSOCIATES JULES J. DREYFUSS LEO UNGAR 
1150 Broadway, New York City 46 S. W. First St., Miami 32, Floride 310 No. 1th St., St. Lowis, Missouri 
WALTER C. NYE OWEN WEBB 
1492 Merchandise Mart, Chicago 54, Ilinois McDONALD & SHAW 110 Summer St., Boston, Mass. 

gD. tT. LocnE 513 Wo. Akard St., Dallas, Texas SALES COMPANY 

en and Mein Sts., Cincinnati 2, Chestnut St., Pittsburgh, Pe. 

0 tipping over. Rests 
F. P. McMORROW L. S. GERSHON . FRED C. WOOD No tipping i 
459-8 Hippodrome Ann., Cleveland, Ohio 436 Ridge Building, Konses City 6, Me. Western merchandise Mart, Son Francisco 3, Clif, safely on side. 
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AMANA 


4 GREAT DEMAND HOME FREEZERS 
IS WAITING.... 


Here's a new Refrigeration Unit that satisfies a nation-wide demand. It's a 
large-capacity, sharp-freezer and frozen food storage Cabinet combined with 


a general purpose Walk-In Cooler. A complete private Locker Plant with MODEL 50... 


Storage space for 4 
bushels of frozen 


23 cu. ft. of frozen food storage space (capacity about 19 bushels of frozen foods. Compact, 
convenient. 


food) and 140 cu. ft. of 38° storage space. Sectional construction .. . 
simplé to erect any place. Size 8’0” long x 4’0” wide x 610” high. 
Engineered and built by Amana... pioneers in the construction 
of successful commercial Locker Plants. Unlimited sales 

@ possibilities. Get complete facts. 


\ REFRIGERATION DIVISION MODEL 90... 


9 cu. ft. New exclusive top 


opening for easy access to 
AMANA SOCIETY, AMANA, IOWA. cess, pace 


Amana offers this 3-unit line to reach all levels of the great Home 
Freezer market. Each model is engineered for low operating cost and 
incorporates practical features which are demonstrable and convincing. 
Get the facts now. Write or wire, 


REFRIGERATION DIVISION, AMANA SOCIETY. AMANA, IOWA 


Customers can't complain about charges 
after seeing this sign 


Minimum Charge Sign 
Helps on Radio Repair 


F prominently displayed directly 

above the radio repair receiving 
counter, a sign stating that the shop 
makes a minimum charge of $1 for 
service saves a dealer many a head- 
ache. Furthermore, such a sign can 
inform customers that this $1 minimum 
charge also applies on all estimates of 
repairs to sets, thus letting the dealer 
by-pass even more headaches, accord- 
ing to William D. Bradley of Bradley's 
Radio Service, Red Bank, N. J. 


Eliminates Squawks 


“Since we posted that sign we don't 
hear as much as one mild squawk out 
of several hundred customers. That 
goes for the minimum charge of $1 for 
estimates of repairs as well as for 
actual service,” Bradley now reports. 

If the customer’s name goes down 
on the pad, even though he return ten 
minutes later and demand his set back, 
the $1 minimum charge is made. As 
for applying the charge on estimates 
too, this policy holds the perpetual 
shoppers at bay, he asserts. 

Before proceeding with the repair 
of any table model set involving more 
than a $5 charge, or more than a $10 
billing on a larger set, the firm phones 
the customer for approval to continue 
the work. Otherwise, if lower charges 
are involved, the repair work pro- 
ceeds without further notice. These 
points are made clear to the customer 
when the set is brought to the store. In 
the event an estimate phoned to the 
customer proves so high the latter 
decides against having the set fixed, 
the $1 minimum of course still holds 


| This amount, however, is not consid- 


ered a fixed charge to cover all esti- 
mates. Some estimates run consi(et- 
ably higher. 


Fan Has Run 26 Years 


N the home of Mr. and Mrs. Jouett 

Davenport, Sr., of Augusta, (a., 
a 12 in. electric fan has been faithfully 
blowing a breeze every summer for 
26 consecutive years. Since the first 
time it was turned on in 1918 the fan 
has not developed a rattle or eccen- 
tricities of any kind. It was made by 
Westinghouse. 
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---and ready 


for postwar! 
at 

vice facilities ghortages 

Proctor’s nationwide 
network of service sta- 
tions will be ready—will 
be in operation— when 
the new and finer post- 
war Proctor appliances 
hit the market. It’s an- 
other reason why appli- 
ance merchandisers 
like to do business 
with Proctor! 


MEANWHILE 


PROCTOR 


NEWSHMAKE IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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How she picks 
her dealers 


You can be included if you list your business 
in the Classified, under the brands you sell. 


For years, consumers throughout the country have 
been using the Classified section of the telephone 
book for buying and servicing information. 

It offers a quick, convenient and easy way for people 
in your community to find your business, especially 
when you are identified with the branded products you 
carry and service. 

Call the business office of your telephone 
company, for information about this plan. 
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Home Equipment 
As It Looks to FHA 


ONTINUED FROM PAGE 25 


be about a 1,400 to 1,500 sq. ft. house, 
equipped with forced air, gas-fired 
heating, on the average had 5.6 percent 
of the total cost devoted to that item. 
In the war period, there was sharp 
limitation of what could be put in. In 
a house in about the $5,000 bracket 
(less than 1,000 sq. ft.) with the ordi- 
nary gravity hand-fired coal system, 
the percentage was 4.3 on the average. 
You will note the difference. In dollars 
it is something like $250. In percent- 
age points, however, it is 1.3 represent- 
ing the difference of a much larger 
percentage of comfort and convenience 
in those two examples. 

“T am suggesting that a field of ex- 
ploration might well be a study of what 
could be accomplished by the possible 
elimination of things less useful in the 
house, which would make possible in- 
creasing the percentage of overall cost 
going into the creation of this better 
condition, without materially increas- 
ing the price bracket of the total prod- 
uct. I say this because I am satisfied 
that if you are going to expand these 
benefits to the great mass of the public 
early in the postwar period, you can- 
not contemplate the ability of the public 
to buy at very much increased price 
ranges, over-all. 


Ignorance on Insulation 


“One of the worst abuses that we 
have in this general field today has 
heen abuse of the ignorance of the pub- 
lic on matters such as insulation. There 
are being sold to the public today, at 
outlandish figures, jobs of so-called in- 
sulation which provide little or no in- 
sulation. There are being sold jobs of 
insulation by persons who know noth- 
ing about it. There are being sold jobs 
of heating right today by persons not 
qualified at all to sell heating. 

“You must recognize that to a very 
large degree the worst enemies of your 
business are in your business. The best. 
highest-principled outfit in the entire 
field suffers every time the low-prin- 
cipled, unethical, unanchored concern 
goes out and stings somebody, and you 
cannot afford it. 

“T do not speak for the Federal 
Housing Administration nationally. I 
can speak only for myself as the Di- 
rector for Michigan. But, I am quite 
sure that the problem we have en- 
countered, the methods we have had to 
develop to meet them, are rather 
typical.” 


N.E.W.A. Cancels 
Spring Convention 


The National Electrical Whole- 
salers Association, acting upon ‘'1¢ 
public request issued on January 5 by 
James F. Byrnes, director of war 
mobilization has called off its 37th an- 
nual convention scheduled the week of 
April 22nd at The Stevens, Chicago. 
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There's magic DUAL TEMP, too! 


at 37° Below Freezing 


2 A Purified, Moist Cold 


at 5° Above Freezing 


Yes, there IS magic in DUAL TEMP . . . selling magic for the peacetime 
days ahead. Just open the door and everything your customer wants in a 
refrigerator . . . everything you need to make a sale . . . is there! A built-in 
HOME FREEZER that really quick freezes . . . stores 80 pounds, nearly two 
bushels of frozen food for months. A Purified Moist Cold Compartment 
: that keeps food fresh and moist ...no space stealing coils, NO MESSY 
DEFROSTING, no covered dishes and no “‘ice box odors.”’ Sterilamp ultra 
violet ray action controls odors, kills bacteria, retards mold growth. 
DUAL TEMP is miles ahead of competition in every selling feature. It’s 


YOUR appliance leader for greater postwar profits . .. so Get Aboard with 
Admiral. Admiral Corporation, Chicago 47, Illinois. 


\ 
TUNE IN: CBS Sundays, 2:30 P.M., EWT, | 
for Admiral's "World News Today.” 


And Remember, Only 


ee Can Build a DUAL TEMP 
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How much would 


LOOK TO FRIGIDAIRE FOR LEADERSHIP THROUGH 


FEBRUARY, 
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were made with Platinum? 


You know their cost would be prohibitive. Approximately $6,000 


per range! 


“Anyway,’’ you might ask, ‘‘why should anyone even think of 
platinum in connection with electric ranges?” 

Well, Frigidaire Research Engineers did! When they set out to 
develop the present Radiantube Unit of the Frigidaire Electric 
Range, they realized that platinum would be the ideal natural metal 
for sheathing this all-important unit. Since they couldn’t use this 
precious metal, their task was to select—out of all the world’s other 
metals and thousands of possible alloys—the one best material to 


meet the rigid specifications they had set up. 


Frigidaire Research found the right material for the Frigidaire 
Radiantube Unit because it is equipped to do the job—to do any 
research job that promises to improve any Frigidaire product! Frigidaire 
maintains a complete Research Organization, with specialists in 
metallurgy, chemistry, mechanics, ceramics—in all the sciences 
concerned in Frigidaire products. And this organization, with all 
its skills and facilities, is supplemented by the vast resources of 
General Motors ! 

How the material that met the specifications of Frigidaire Re- 
search Engineers for the Frigidaire Radiantube Unit was found . . . 
how it was proved in rigorous tests that compressed 15 
years of normal home usage into a single year—here is a 


striking example of Frigidaire Research in action! 


The complete story of this research project is on file in 
Frigidaire’s Research Department. The result of it is the 
nickel-chromium-iron alloy used exclusively in the Ra- 


diantube Units of the Frigidaire Electric Range. 


ENGINEERING 
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This remarkable material is especially well qualified for the job it 


has to do because it... 


tands up for the life of the range, through thousands of 
hours of operation at the extremely high temperatures 


required for today’s high-speed electric cookery. 


Is so rugged that it withstands severe impacts even when 
Y red-hot—and still retains a flat, efficient surface. 


ts chemically stable: cannot cause the insulating material 


inside it to deteriorate. 


Will not flake, oxidize, or corrode, even when liquids and 


other materials are spilled on it. 


FRIGIDAIRE RESEARCH —AND FRIGIDAIRE DEALERS 
When war needs permit, Frigidaire’s Research Organization will 
continue its task of seeking out and developing the most promising 
of today’s wealth of new materials and methods, and finding ways 
to adapt them to Frigidaire ranges, refrigerators, home freezers, and 
other appliances. That’s another important reason why the Frigid- 
aire Dealer knows that the products he will offer his customers will 
continue to be right. And he knows, too, that Frigidaire Engineer- 


ing Leadership will continue to give him . . . Selling Leadership! 


For Excellence 


FRIGIDAIRE 


Division of 


in War Production 


GENERAL MOTOR 


DAYTON 1, OHIO LEASIDE 12, ONTARIO 
Peacetime builders of 


ELECTRIC REFRIGERATORS + RANGES + WATER HEATERS 
HOME FREEZERS + ICE CREAM CABINETS 
COMMERCIAL REFRIGERATION «+ AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 
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SKILL 


SOLVES MANY A MAZE 


problems in electronic munitions making, 

requiring advanced radio engineering, find ready solution at 

International Detrola, where the quick questions are: how well? 
—how exacting?—how swiftly can we build it? Trainloads 
of first-quality equipment sent to our troops afield 

echo the answers. The day is coming when these war-tested, 

talents will provide the very finest in Detrola-built 
Radio Receivers . . Television Receivers . . Automatic 


Record Changers, and other electronic instruments. 


DIVISION OF INTERNATIONAL DETROLA CORPORATION - BEARD AT CHATFIELD, DETROIT §, MICH. 
C. RUSSELL FELOMANN dr PRESIDENT 
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Petticoat Business 


eee CONTINUED FROM PAGE 45 oem 


at 6 percent actually meant 22 percen: 
to the dealer and it was from the 
financial end that the original business 
was built up. She discovered that 99 
percent of the public is honest wher 
convenient, and learned how to pass o1 
credit. The shrewd questions that a 
small loan organization asks to judge 
responsibility were at her finger tips. 


Goes to Supply Source 

In her buying since the war began 
Mrs. Lucas quickly discovered that 
the person who gets out of his store 
and goes to the source of supply is the 
person who picks up the merchandise. 
Regularly she goes to New York City, 
stops at the New Yorker and hires a 
taxicab by the day. She feels she has 
called on 2,000 sources of supply in 
her efforts to obtain wares to sell. 

“New York is a place to get exotic 
and unusual stuff which is what makes 
our store worthwhile to visit,” she says. 
“IT do not fear the competition of big 
stores because very few buyers really 
have the say-so. They are constantly 
held down from above and cannot take 
the chances that I do.” 

In her buying, she is a great believer 
of the influence of cash money. There 
is a fascination about a $100 bill laid 
on the line that many firms cannot 
resist. 

Mrs. Lucas thinks that being a 
woman gives her a point of view of 
value in home furnishing. She real- 
izes the importance women put in ap- 
pearance and jumped in and took an 
interior decorating course in order to 
help her in this regard. 

“While we are an all-woman organ- 
ization now, we are going to want 
some men as soon as the war is over,” 
she said. “Women are no good on 
lifting, and you haven’t any idea how 
much lifting there is to do in a furni- 
ture store.” 


Prefers Older Saleswomen 


For salesmen she prefers older 
women, girls are unsatisfactory. It is 
very difficult for a younger woman to 
sell a housewife as the older woman 
has no confidence in her judgment. 
Then too, there are certain things 
around the appliance and furniture 
store that men seem to excel at. Me- 
chanical angles,” for example. Then 
believe it or not, any woman buying a 
radio much prefers to sit down and 
listen to some man romance over it for 
her. 

Mrs. Lucas has the ambition to own 
a store on Michigan Avenue in Chi- 
cago. She feels that the exquisite 
things she is now using to bring people 
from distances into her store would be 
a natural on Chicago’s silk stocking 
street. 

There is a cricket in her private 
office which chirps merrily at times. 
“Believe it or not, when that cricket 
chirps, IT know I am having a lucky 
day,” she declares. “If that cricket 
keeps on chirping it won’t be long unt'! 
we will be over on Michigan Avenue.” 


{ 
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HURLEY MACHINE DIVISION 
Electric Household Utilities Corp. 

be 54th Avenue and Cermak Road 
ing Chicago 50, Illinois 
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ELECTRIC 


WATER HEATERS 
j 


In your plans 
for the future... | 


incude RHEEM 
BOILERS 
HEN Peace comes, America expects better ete 
Better in appearance. In per- —— 
formance. In quality. And ata reasonable price. ic \e 
Like all America, Rheem is now at war... | 
is making dozens of items from land mines to << 


8-inch artillery shells. Rheem's steel shipping 
containers, by the millions, are taking supplies 
. water heaters, range 
boilers and tanks are going into wartime hous- 


to the fighting forces. . 


ing . . . replacement units are available, in 
limited quantities, to holders of a required 
priority. 


With the return to peacetime living, the 
Rheem line will include better water heaters 
for electricity . . . and every type of fuel— 
floor and wall furnaces, consoles and other 
space heating equipment—range boilers and 
tanks of all kinds —Stokermatic coal stokers 
and stoker-fired furnaces—new household 
appliances for better living. 


DUAL REGISTER 
FLOOR FURNACES 


In your plans for the future . . . include Rheem. 


RHEEM 


MANUFACTURING COMPANY 


Executive and General Sales Offices 
New York, San Francisco, Los Angeles, Chicago, Washington, D. C. 
15 Plants Cover Every Major Market in the U.S.A. 3 Plants Serve Australia 
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Service Contributes to Appliance Design 


protected by metal rings on each burner 
opening. Most customers take pride in 
the neatness and cleanliness of an elec- 
tric range, and burner rings are needed 
to maintain appearance. 

About 20 percent of range troubles 
are caused by switches. The newer 
ranges which are now about five years 
old have switches that control from 
five to seven heats, the cams are smaller 
and the whole switch assembly is 
frailer. Trouble is usually due to loose 
connections and “tracking” trouble; 
also switches should be easily and indi- 
vidually replaceable. In the case of a 
combined oven switch and temperature 
control, the whole device is much more 
delicate than when installed separately. 

\t the end of 1943, the total ranges 
connected on The Detroit Edison sys- 
tem was 134,000 and in that vear the 
replacements were 7,085 switches for 
ovens and surface units and 3,929 
thermostats. It has been necessary to 
stock 105 different switches and 113 
tvpes of thermostats, so it is no wonder 
that the boys in the depart- 
1 of the millennium of stand- 
ication: —one switch and _ one 
thermostat for all models of 

he following list of parts purchased 
last vear indicates the variety of items 
necessary to maintain service: 


service 


ent dr real 


ranges. 


Coils for oven and surface units..... 5,928 
Sleeves for splicing oven and surface 

Contactor or oven ‘relays and parts.. 148 
Convenience outlet and timer recep- 

Lead wire (three condector for sur- 

face unit) (feet). . 7,000 


Pilot light socket and parts for same 15,181 


Switches (oven and surface units).... 7,085 
Switch buttons and handles 
Switches (warmer oven and table top 

Terminals and blocks. . 6,913 
Thermostats . 3,929 
Thermostat parts (knobs, switches, 

Oven units Se: 
Surface units (bricks, colle, elements 


Surface units (open 2,599 
Surface units (brick and coiled asem- 

bly only) . 6,088 
Surface units (enclosed assembly)... 3,797 
Surface units (enclosed elements only) 20,051 
Cooker parts (less element) case: Se 
Oven light bulbs (bake oven type).. 928 
Shims for leveling ranges........ 
Table-top lamp parts 
Surface unit adapter ring.......... 2,670 
Miscellaneous (oven rack, door hinges, 

springs and hardware)........... 


13,233 
Cord Sets Exchanged Free 


Cord sets are exchanged on a “no 
charge” basis which has been an es- 
tablished policy for many years because 
it has always been felt that defective 
cords prevent the full use of electric 
appliances more than any other cause. 
Cords take considerable abuse and are 
the weak link in keeping appliances 
operating, and this policy keeps more 
appliances in operation as witnessed by 
the 125,000 cords exchanged in 1943. 

Mr. Pierre expressed his opinion, 
which seems to cover the subject com- 
pletely, that when appliances are not in 
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CONTINUED FROM PAGE 33 


good operating condition, the customer 
is inconvenienced and they are not pro 
ducing kilowatt hours for the utility 
Also that the manufacturer has a re- 
sponsibility in seeing that the appli 
ance gives reasonable service, and hi: 
parts department has passout records 
covering a period of years which 
should indicate the major weaknesses 
in his appliances. The manufacturers’ 
service manager has pretty definite 
ideas on how to eliminate repeated 
failures of a part and it seems a simple 
problem to get all of the facts together. 


Service Manager's Contribution 


As a material conservation measure, 
repair agencies have been required to 
return all defective operating parts to 
the manufacturers during the wartime 
period. To the persons handling these 
parts, it may have represented nothing 
more than scrap material; however, to 
the service manager, it meant consider- 
ably more because he was able to visu- 
ally observe exactly what was causing 
the parts to fail. This fact alone should 
qualify a service manager to assume 
his place rightfully at the design con- 
ference for postwar models. 

\nother thought in connection with 
this suggestion is that the service 
manager has been called upon numer- 
ous, times to devise substitutes for 
obsolete parts or parts no longer avail- 
able in the manufacturers’ stocks. In 
this he has given invaluable assistance 
to repair has gained addi- 
tional experience in being able to de- 
termine the essentiality of maintaining 
certain standard parts in service stock, 
especially for obsolete appliances. 

Perhaps the designers could be a 
little more sympathetic in their service 
departments’ problems if they fully 
realized the problems involved in mak- 
ing a complete new line of parts each 
time the design changes, and would 
attempt to retain as standard all oper- 
ating parts ‘possible. even though the 
models were changed each year. 


shops, and 


“Il CAN HARDLY WAIT FOR IT, BUT TELL ME 
HOW WILL F.M. DIFFER FROM A.C. & D.C.? 
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“G-E DISPLAYS OFFER A SURE WAY TO 


Actual sales results—obtained in Check the attractive new G-E display 
surveys and field tests—prove this shown below. See how it works. It’s a 
fact conclusively: G-E displays stop _ typical example of forceful, compelling 


passers-by, turn them into customers GE displays—an all-important service 


and build more sales and profits. to remember in your postwar planning. 
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F thenks te never ending G-— lomp research. 


“To make G-E Lamps 
STAY BRIGHTER LONGER” 
The constant aim of 
G-E Lamp Research 


HERE'S WHY you'll be ahead with G-E Mazda Lamps: THEY BRING CUSTOM- 
ERS into your store. THEY SELL all year ’round. TiiEY PAY good profits. 
THEY BUILD GOOD WILL because people prefer G-E quality. THEY PRO- 


VIDE a constantly expanding market through consistent national advertising. 
G-E MAZDA LAMPS 


ELECTRIC 


Hear the G-F. radio programs: “The G-E. All-Girl Orchestra’, Sunday 10:00 p. m. EWT, NBC; 
“The World Today’ news, Monday through Friday 6:45 p. m. EWT, CBS;“The G-F. Houseparty,”’ 
Monday through Friday 4:00 p. m. EWT, CBS. 
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STANDARD 
BLOWERS 


FORCED AIR 
CIRCULATING 
HEATERS 


EVAPORATIVE 


FORCED AIR AIR COOLERS 


FURNACES 


UTILITY APPUANiCE CORP. 


Air Cooling, Ventilating and 
Gas-Fired Heating Equipment 


of Utility evaporative air coolers, centrif- 
_ugal blowers, propeller fans, floor furnaces, — 
circulating heaters, unit heaters and forced — 
air furnaces. Catalogs and illustrated litera-_ 
will show you the outstanding fec 
f these ae 
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WHEN CAMELS CARRIED ELECTRIC RANGES—Comes now L. G. Copeman with an 
old photograph album dating back to 1912 to show the original promotion stunt they 


had in those days to sell rang It 


rr 


s the circus played a Montana town and 


the camels were loaded up with electric ranges to amaze the natives. A gentleman 
named Mr,Meyers, who has gone far, Mr. Copeman says, in electrical appliance 
_ merchandising, is shown in this picture. He disremembers the initials. 


Watch Your State 
Employment Laws 


HAT the pressure of getting any 

kind of help in the store may put 
dealers unwittingly over the barrel in 
regard to state employment laws has 
recently been pointed out by the Chi- 
cago executives who know their way 
about in legal labyrinths. In a period 
of emergency statutes may be winked 
at, but sometimes these flirtations can 
lead to breach-of-promise cases in 
which Mr. Dealer cannot talk himself 
out of a spot. 


Minois’ Law 


Each state has a different setup, de- 
tails of which may usually be obtained 
from the Department of Labor. With 
the temptation to employ minors or 
women, it must be remembered that 
special legislation affects their rights. 
Space is too short to give a resumé of 
the national setup, but in Illinois, here 
is the legislation that affects the em- 
ployment of women and minors: 

Women: 

(1) -Not more than 8 hours per day 
nor more than 48 hours per week. 

(2) If employed by more than one 
employer total of hours for all em- 
ployers cannot exceed 8 hours per day. 

(3) Retailing can work women 9 
hours a dayfor 54 hours a week dur- 
ing four peak-weeks of each year. You 
may select your own peaks. If a 
woman works nine hours during only 
one day of a week, she will be con- 
sidered to have consumed one peak 
week. 

Minors: 

(1) No minor should be employed 
unless he presents either a work cer- 
tificate or an age certificate. 

(2) No defense for the retailer if 
minor should misrepresent his age. 

(3) Minor girls cannot remain 
standing for more than 5 hours and 
such hours cannot be continuous, 

(4) If a minor is illegally employed 
and is injured, he may be eligible for 
an additional fifty percent above the 
normal compensation. 

(5) Such a minor can also sue under 
under common law. 


FEBRUARY, 


Minors under 14 years of age: 

(1) Cannot be employed. 

Minors 14 to 16 years of age: 

(1) Employer must keep a register 
of such employees. 

(2) They may not work on any 
machinery or in any room where 
machinery. is operated. 

(3) A minor in this age group must 
have a work certificate, a copy of which 
the employer must keep on file. 

(a) These certificates are obtained 
from the Board of Education. 

(b) Work certificates are valid 
only for the period for which they 
are issued. 

(c) Expired work certificates 
should be returned to proper school 
authorities. 

(d) You are liable to a fine if you 
work a minor beyond the expiration 
of his or her work certificate. 

(e) The employer must acknowl- 
edge receipt of the certificate to the 
issuing agent. 

(4) Minors fourteen to sixteen years 
can work during the school term but 
the combined hours of school and work 
cannot total over 8 hours per day. 

(5) Minors in this age group cannot 
work more than six days in any one 
week nor before 7 a.m. or after 7 p.m. 

(6) Girls in this age group cannot 
remain standing at their work for more 
than 5 hours and such hours cannot be 
continuous. 

(7) If a minor is illegally employed 
in this age group, he is liable to a 50 
percent increase in compensation in 
case of injury. 

(a) Such a minor may also waive 
his right of recovery under the 
Workmans Compensation Act and 
sue at common law. 


Minors 16 years of age and over: 

(1) The restrictions on the employ- 
ment of minors in the 14 to 16 year 
group do not apply to minors in this 
group. 

(2) Minors in this group are not re- 
quired to have a work certificate but 
they may obtain an age certificate. 

(a) Obtain these from the Boar! 
of Education. 

(b) Every employer should in- 
sist on this certificate and maintai 

a copy in his files. 
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TO BRING YOU RADIOS BY 


STEWART-WARNER 


© Right now it’s the largest pri- 
vately-owned shell fuze plant in 
the United States. But 60 days 
after restrictions are lifted, 
Stewart-Warner Radios will be 
rolling off high-speed produc- 
tion lines on their way to you. 


In all probability, Stewart- 
Warner will be among the first 
manufacturers to hit the market 
with civilian radios. The secret 
lies in the new Stewart-Warner 
high-speed production plant—a 
remarkable development in 
straight-line radio assembly. Raw 


RADIO DIVISION OF STEWART-WARNER CORPORATION * CHICAGO 14, ILLINOIS 


radio material goes onto the pro- 
duction line—finished radios, 
packed and ready for shipment 
leave the other end. 


The result will be a capacity 
of 3500 radio sets daily on a one- 
shift basis—a total of more than 
1,000,000 Stewart-Warner radios 
a year! The new plant is “all set 
to go” when we get the word! 
And, when that word comes, 
we'll begin making Stewart- 
Warner Radios that 
sparkle with sales ap- 


peal and performance! 
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LOOK TO STEWART-WARNER 


for the Class 
of the Radio Field! 


© Look for something “different” in 
radios from Stewart-Warner. Look 
for a line of “best sellers” that mean 
rapid turnover. Look for innova- 
tions in design and beauty . .. new 
sales appeal that spells profits. 


And, expect strong advertising 
and merchandising help, too. Yes, 
look to Stewart-Warner for the class 
of the radio field. 


Prod wet of 


STEWART 


WARNER 
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Our heartfelt tribute to Mrs. 
Julia Kiene, Director of the 
Westinghouse Home Economics In- 
stitute... and sincere friend of 
women and Westinghouse retailers. 


Tur 


PAGE 80 FEBRUARY, 1945—ELECTRICAL MERCHANDISING 


4 af 
moe 
| 


NG 


making friends for Westinghouse Appliances 


Yes sir, Julia, you and those capable girls on the 
Westinghouse Home Economics Institute staff rate 
a king-size orchid for a brilliant wartime performance. 
What this timely help has meant to war-busy 
homemakers in general, and Westinghouse retailers 
in particular, is summed up in the following signifi- 

cant facts. 
1. FOUR MILLION of your “Care and Use” books are show- 


ing women how to make their valuable electric appliances 
do more and last longer. 


2. SEVEN MILLION Health-for-Victory Meal Planning 
Guides distributed over a period of 28 consecutive months 
are teaching women how to lick wartime food problems. 


3. EIGHT HUNDRED AND FORTY THOUSAND Home Canning 
Guides are helping women make their Victory Gardens 
pay off. 


4. ALMOST A MILLION AND A HALF books on the “A B C’s 


of Eating for Health” provide women essential nutrition 
information in sugar-coated form. 


5. NEARLY FOUR HUNDRED THOUSAND “Lunch Box” books, 
two hundred thousand “Meat” books are giving answers 
to other urgent wartime food problems. 


6. ROUGHLY, A MILLION “Home Laundering Guides” are 
showing women how to wash and conserve fabrics—and 
whetting their appetite for a postwar Laundromat. . 

All this adds up to over 14 million practical, 
long-lived booklets in the kitchens of your postwar 
prospects. When appliances are again available 
these women will show their gratitude by remember- 
ing the name Westinghouse. 

So okay, Julia, now that you’ve taken your bow we 
know you’re anxious to get back to your department 
where you are helping to develop those Westinghouse 
appliances that are going to be the talk of tomorrow. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


APPLIANCE DIVISION 


MANSFIELD, OHIO 


‘30 MILLION PRE-WAR 


pe 
4 


ELECTRIC HOME APPLIANCES 
ARE YOUR POSTWAR PROMISE OF STILL FINER ONES TO COME 
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Tune in: John Charles Thomas, Sunday, 2:30 EWT., NBC. * Hear Ted Malone, Monday, Tuesday, Wednesday Evenings, Blue Network. 
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Ladies’ Home Journal, with several times 
4,000,000 readers the country over, goes 

4 into most homes in typical towns and cities 

like yours . . . and Journal readers call on 

you for service and electrical needs. Recent 
surveys in large and small communities show 
what it’s like NOW where you’re located: 


CLEVELAND, OHIO ...... population 903,200 
106 women who’d had appliances repaired 
at The Vac-Shop willingly discussed their 


favorite magazines ....... 


43% said they read the JOURNAL 


CONCORD, N.H......... population 26,200 
Checked back with 100 women who'd re- 
cently called on the Concord Electric Co. 


| 


YOUR BEST CUSTOMERS 


All over America... 


customers COME IN 
when the Journal comes out 
Pian now to get your share of over- 
the-counter sales after the war. These 


recent surveys show what happens in 
stores that cater to store traffic: 


IN A GROCERY STORE IN 
COLUMBIA, S.C. 


48% Said they read the JOURNAL 


IN A VARIETY STORE IN 
KALAMAZOO, MICH. 


3070 red the JOURNAL 
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People, Products, Plans 


February, 1945 


The War Production Board recently 
issued the following year-end sum- 
mary of the civilian production situa- 
tion : 

“Up the hill and down again” is 
the story of the hopes for large-scale 
civilian production in 1944. 

Materials, manpower and _ facilities 
are the three touchstones of civilian 
production, and the absence of any one 
of them prevents expansion of civilian 
manufacturing. All three were more 
readily available during the spring of 
1944, and, in August, Priorities Regu- 
lation 25 was issued to help prevent 
the development of local pools of unem- 
ployment and to use idle and excess 
inventories of materials. The German 
armies were being driven back through 
France early in the fall of 1944 and 
the hopes of increased civilian produc- 
tion—even of reconversion—were high. 

Then came the expanded military 
programs, which were classified as 
“critical.” Excessive labor turnover 
threatened military output. A ceiling 
was placed on civilian production—and 
the hopes began to fade. The German 
break-through in Belgium in December 
sealed the doom of any large-scale ex- 
pansion of civilian output for an indef- 
inite period. ; 

The details of this picture on elec- 
trical appliances are as follows: 

At the end of 1944, prospects for 
reconversion of the heavy electrical 
appliance industry were still remote. 
Manpower, facilities, components and 
materials needed for the production of 
washing machines, mechanical refriger- 
ators and vacum cleaners are not avail- 
able at present, and the uncertain state 
of the war makes it impossible to pre- 
dict when this situation may change. 
Though production of these items is 
permissible under the “spot author- 
ization” procedure, this does not con- 
stitute reconversion, since production 
will of necessity be spasmodic and 
small in quantity. 


Mechanical Refrigerators 


Prospects for production of smaller 
el-ctrical appliances under the “spot 
authorization” procedure are some- 
what brighter, though delays in deliv- 
ery of material hamper production. As 
of November 25, 1944, applications 
from 57 manufacturers of small electri- 
ca! applian¢es had been approved. 


WPB Summarizes Difficulties 
In Way Of Appliance Reconversion 


Expanded Military Program Cited In Analy- 
sis of Civilian Goods Production Delays 


The original stockpile of 700,000 
refrigerators, established in February 
1942, has dwindled to less than 45,000. 
Withdrawals from the frozen stock- 
pile are permitted by WPB only for 
the most highly essential uses, as for 
food preservation purposes at Army 
and Navy camps and posts and ships’ 
service stores, for the storage of vac- 
cines, serums, biologicals and blood 
plasma, and similar purposes. 

Any household mechanical refriger- 
ators that may be made as a result of 
“spot authorizations” will be added to 
the “frozen stockpile.” This is neces- 


sary to insure that essential require- 
ments will continue to be met. 

It is unlikely that production of 
domestic mechanical _ refrigerators, 
prohibited since early in 1942, will be 
resumed until after victory in Europe. 
Manufacturers estimate that it will 
take them from five to six months to 
get into production of refrigerators 
after they are authorized. Before the 
war, 3,700,000 mechanical refrigerators 
were made per year. 


Domestic Vacuum Cleaners 
As of November 25, 1944, “spot 


FIXTURE MANUFACTURERS CONFER—Fixture manufacturers from several states 
heard discussions by lighting specialists on recent and future lighting trends, in the 
auditorium of the Westinghouse Lamp Div., Bloomfield, N. J., recently. It was pre- 
dicted that lighting fixtures and accessories volume would total nearly 350 million 
dollars in 1945, provided the war ends in 1945. It was also pointed out that providing 
“better light for better sight" was a joint responsibility of lamp manufacturers and 


fixture makers. 
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authorizations” for the production of 
116,228 vacuum cleaners in 1944 and 
313,492 in 1945 had been issued. Be- 
cause of delays in the delivery of 
materials and the manpower shortage, 
production is not expected to reach the 
authorized amount in the near future. 

All vacuum cleaners produced under ¢ 
“spot” are added to the “frozen stock- 
pile.” They may be released by manu- 
facturers for retail sale to civilians 
only upon authorization by WPB. 

Production of vacum cleaners before 
the war averaged 2pproximately 1,- 
903,000 per year. 


Electric Ranges 


Of the 88,000 domestic electric 
ranges planned for production in 1944, 
about 76,000 were expected to be 
finished by the end of the year. The 
manpower shortage prevented comple- 
tion of the rest before 1945. 

Only manufacturers who are able to 
produce without interfering with war 
production are authorized by WPB to 
make ranges. The ranges, including 
both three-burner models and standard, 
four-burner models, are being made to 
meet the most essential needs of the 
armed services, hospitals and Federal 
Public Housing Authority and Federal 
Housing Administration public housing 
projects and to provide essential re- 
placements for civilians who certify 
need and can show that the necessary 
wiring is available on their premises. 

Production of 35,000 domestic elec- 
tric ranges per quarter has been ap- 
proved for 1945. Of the total 1945 pro- 
duction, about 35 per cent will be re- 
quired for the armed forces and the 
National Housing Agency, and the 
rest for institutions and individual con- 
sumers. 


Electric Irons 


Production of domestic electric flat 
irons for civilian use, prohibited on 
May 31, 1942, was permitted by WPB 
to be resumed on a limited basis in 
1944. 

Under the electric iron order, L-65-a, 
as amended February 24, 1944, manu- 
facturers may apply to WPB for per- 
mission to make electric irons, and 
allotments of materials are then issued - 
by WPB to manufacturers who have 
labor available and who can make irons 
without interfering with existing or 
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COFFEE FILTER 


Pot. Pend 


Brilliant 
FULL-COLOR 
DISPLAY- 
DISPENSER 


DYNAMIC PROMOTION! 


1. Full-color COUNTER DISPLAY-DISPENSER! 
2. Free window banners! 


3. Free consumer literature! 


GIANT NATIONAL 
AD CAMPAIGN! 


Life, Liberty, Ladies’ Home 
Journal, American Weekly, 
Women’s HomeCompanion, 
American Magazine, Cos- 
mopolitan, American Home, 
Country Gentleman, Mod- 
ern Screen, Modern Ro- 
mances, Screen Romances, 
True Confessions, Motion 
Picture, Movie Story Maga 
zine, Real Story, Movie- 
land, Real Romances. 
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LAST CHANCE! 
Special INTRODUCTORY 


BONUS OFFER: 


You get a bonus of one DUTCH Filter 

with each |] that you buy. At 40% off 

list, you pay $9.90 per case of 3 dozen. 
You retail them for $18.00, earning 
generous... 


457 PROFIT! 


The Modern Practical Clothless Filter 


*& SPARKLING CHINA 


... Virtually unbreakable! 


*& SIMPLE, EFFICIENT 


HILL-SHAW COMPANY, Executive Offices: 311 North Desplaines Street, Chicago 6, Illinois + Soles offices in principal cities 


... no cloth or paper! 


* SNAPS IN EASILY 


... can’t fall out! 
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potential war contracts. Authoriza- 
tions are subject to the manpower Con- 
trols exerted by the War Manpower 
Commission and the Production Urg- 
ency Committees. 

By the end of 1944, authorizations 
for the production of more than 2,000,- 
000 electric irons, including both auto- 
matic and non-automatic types, hed 
been issued to 32 manufacturers. 
However, because of delays in obtain- 
ing critical materials, such as plastics, 
from suppliers as well as the necessity 
of shifting workers from iron manu- 
facture to war production, actual pro- 
duction of irons in 1944 is expected to 
fall short of the amount authorized. 
Manufacturers estimated that they 
would be able to assemble a total of 
about 700,000 or 800,000 before the 
year’s end. Assembly of the rest will 
be carried over into 1945. 

An electric iron production program 
for 1945 has not yet been established. 
Current WPB policy tends to hold 
production at the level allowed during 
the fourth quarter of 1944, and it is 
not expected that the 1945 program 
will exceed that for 1944. 


W.P.B. Amends 
Washer Order L-6 


The domestic laundry equipment 
order, L-6, has been amended to con- 
form with recent changes in Priorities 
Regulation 25 (“spot authorization” 
procedure), the War Production Board 
said recently. 

Prior to November 21, 1944, neither 
Direction 1 to PR-25 nor L-6 provided 
for the production or assembly of wash- 
ing machines under the “spot author- 
ization” procedure. Under Direction 1 
to PR-25, as amended November 21, 
all types of domestic laundry equip- ; 
ment, including washing machines, are 
subject to “spot authorization.” 

L-6, as amended today, likewise pro- 
vides that manufacturers of any type bg 
of domestic laundry equipment may 
apply for “spot authorizations.” 

As before, any laundry equipment, 
except ironing machines, that may be 
made under “spot authorization” may 
be sold only to fill military orders, as 
authorized by WPB. 

The amended L-6 states specifically 
that the restrictions imposed by the 
order on manufacturers’ inventories of 
repair parts for laundry equipment do 
not apply to parts produced under 
“spot authorization.” The order permits 
each manufacturer to have in inventory 
at any one time as many of any type of 
part intended for repair purposes as he 
sold in the second preceding quarter. 


Minnesota Acts to Stop 
Check Nicking 


“Exchange charges” which are 
assessed by certain banks against hol:- 
ers of a check will be out in Minnesota 
if recent legislation introduced 1s 
passed, 

Iowa passed such a bill in 1943, a 
in 22 states all banks aiready pay chec! 
at par. Of the 14,000 banks in t’ 
United States, according to the Min 
sota Committee on Foreign Clearance, 
approximately 11,600 make no “e 
change” charges for paying ther 
checks. Of the 673 banks in Mim 
sota, 252 pay their checks in full, 44 
do not. 

Because merchants are losers ‘9 
cashing these checks, in Minneso:a 
they are quite active in having this bl 
passed. 
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“IMPORTANT NEW 


contribution to 


postwar appliance 


in have already seen 

| Hotpoint’s original 

4 

rs REFRIGERATORS « RANGES . WATER HEATERS - WOME FREEZERS . WASHERS AND IRONERS - CLOTHES ORVERS + DISHWASHERS - DISPOGALLS - CABINET-SINKS - STEEL CABINETS 

Edison General Electric Applionce Co., Inc, $620 West Taylor Street, Chicage 44, Illinois 
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The name you are thinking of this minute may be 
a winner! Start writing down possible names now. 
Ask your friends or family to help. Think them up 
and send ‘em in! 
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Bony SAVINGS 
WIN with o little 
4 “CAN. $500.00 in Wor Bonds. M 


‘IN U.S. WAR BONDS 


Here’s your chance to win $500 as quickly as you can 
write “Easy-Mix’’. This, of course, is only a sample 
name and cannot be used, but the Dormeyer Corpora- 
tion will pay you or some lucky contestant $500.00 in 
War Bonds for a name that can be used as a trade name 


CONTEST RULES 


1. Send in the name or names (you 
are allowed to enter three) which you 
think are most distinctive, easy to 
remember and best fitted to apply to 
the Dormeyer Mixers. 

2. Use the official entry blank printed 
elsewhere on this page, using pen, 
pencil or typewriter, but be sure to 
print clearly and write on one side 
only. 


— 


for their post-war Electric Food Mixers. 
Their fine, already established record for quality and 
service makes it unnecessary to describe the Dormeyer 


Electric Mixers now being used in homes everywhere. 


3. Mail your entry to “Trade Name”, 
The Dormeyer Corporation, 4316 N. 


The post-war models will be even more popular . . . 
Kilpatrick Street, Chicago 41, Illinois. 


i 4. The winning name will be selected Something to look forward to! 
J for originality and appropriateness 
" by judges appointed by the Dormeyer 
2 Corporation. In case of a tie, the 
- tying contestants will be requested to 


submit a 25 word statement on why 
they selected the name submitted. 
The statement adjudged best will 
then become the winner. In the event 
of ties again—identical prizes will 
be awarded to each of the contestants. 
No entries can be returned, All en- 
tries and ideas therein become the 
property of the Dormeyer Corpora- 
tion. 

5. Name of the winner will be pub- 
lished in the April issue of this 
publication. 

6. Contest closes February 28, 1045, 
and all entries must be postmarked 
before midnight of that sate, 


4316 N. KILPATRICK AVE., CHICAGO 41, ILL. 


Use the official entry blank below. You may send in as many as 
three names. Type or print plainly and be sure to fill in the entry 
blank completely. 


“TRADENAME”™ ENTRY BLANK 


Contest Judges: These are my suggestions for a Dormeyer Electric Food Mixer 
Trade Name. | 


PRINT OR TYPE 
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YOU THINK HE’S SILLY? 


(Well, there are others) 

Buying an overcoat that’s too big is no sillier than buying an 
oil furnace that’s too big, which plenty of people have done. 
Here's why they do it: 1 — They want the comfort, convenience 
and economy of automatic oil heat. 2— But their local heating 
equipment dealer cannot offer them an oil furnace which is 
small enough for their requirements. 

Realizing this, the H. C. Little Burner Co. began some years 
ago to specialize in automatic oil heat for small homes ( 75 % 
of the total American heating market ). Starting with a really 
revolutionary oil burner, of the vaporizing type, they gradu- 
ally developed a complete line of equipment. TODAY 


H. C. Little leads the field, with the only 
fully automatic electric ignition natural 
draft vaporizing type burner available 
in a complete line, including Conversion 
Burners, Floor Furnaces, Basement Fur- 
naces, Utility Room Furnaces, Space Heat- 
ers, Water Heaters, Wall Furnaces, etc. 


FOR EXAMPLE — 


Pictured above is an H. C. Little oil burning Dual Register 
Floor Furnace, especially designed for small homes. Com- 
plete, factory assembled, easy to install, ic has a big postwar 
future. Located directly under a partition wall, as illustrated, 
it draws cold air in at the floor level and discharges warm 
air into the “living zone” of the rooms on both sides of the 
partition. It conserves floor space and has a neat, attractive 
appearance. With thermostatic control, its operation is en- 
tirely automatic. 


THIS MAKES SENSE — Find 
out more about this Dual Re- 
gister Floor Furnace and its 
postwar sales possibilities. 
Write for our new booklet 
“How to Get Real Profits in 
Postwar Heating” 


H.C. LITTLE 


Burner Co. 
OFFICE: SAN RAFAEL, 
in Principal Cities 
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Washer Association Votes 
Full War Production Job 


L. C. UPTON 


Members of the American Washer 
and Ironer Manufacturers’ Associa- 
tion, holding their annual meeting in 
Chicago January 11 as the Allied for- 
tunes fluctuated on the European west- 
ern front and Washington was urging 
discontinuance of large national 
gatherings, were prompt and definite 
in going on record for the full prose- 
cution of the war effort. Post-war 
planning went by the board, speakers 
agreed. 

“The date of this annual meeting is 
set by our by-laws,” said Richard J. 
Simmons, vice-president, Birtman 
Electric Co., Chicago, as soon as the 
opening roll-call had been held. “To- 
day's deliberations have been planned 
for a considerable time. Until very 
recently making plans for the post- 
war period was definitely in order for 
this industry as well as all others, and 
was encouraged by the various gov- 
ernmental agencies. Now, in view of 
the more critical turn which the war 
has taken it is timely that our indus- 
try reaffirm here now our dedication 
to the successful prosecution of the 
war.” 


War Resolution 


That there could be “no doubt as to 
this industry’s attitude,” Mr. Simmons 
introduced the following resolution, 
which was adopted unanimously: 

“Resolved:—That it is the sense 
of this meeting that in view of the 
military situation, the household 
washer and ironer manufacturing in- 
dustry continues to recognize that the 
prosecution of the war effort to a 
quick and conclusive termination is of 
an importance transcending all other 
present considerations, and that this 
industry, therefore, will engage in no 
activities which will interfere with its 
fullest contribution to the successful 
conclusion of the war effort.” 

Epitomizing the spirit of the gather- 
ing John M. Wicht, director of the 
home laundering equipment division, 
General Electric Co., Bridgeport, 
Conn., rounding out his third term as 
Association president, pointed out that 
the washer-ironer industry was de- 
clared to have been the first to turn 
its entire facilities to war production, 
adding: 
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Upton of 1900 Corp. 


New Association President 


“The substance of the reports of all! 
our post-war planning committees was 
prepared prior to the critical warring 
period through which we are passing 
Nothing which will be said today, 
therefore, should be construed as any 
indication that the urgency of the pres- 
ent war situation has swerved us from 
our resolve to remain 100 percent dedi- 
cated to full cooperation in the war 
effort. 

“We reiterate our pledge to our 
country that the first job on our cal- 
endar continue to be production to win 
the war and so preserve America.” 

In a less serious mood, Mr. Wicht, 
mindful that all production of house- 
hold washers and ironers has been sus- 
pended for almost three years, said: 

“On this I.stake my claim to lasting 
fame in the annals of our industry, that 
under my administration the smallest 
number of home laundering units was 
sold, in spite of the greatest sales 
potential in history.” 


Upton Elected President 


Election of officers resulted as fol- 
lows: 

President, L. C. Upton, president, 
1900 Corp., St. Joseph, Mich.; vice 
presidents, Walter K. Voss, vice- 
president, Voss Bros. Mfg. Co., Daven- 
port, Iowa; H. A. Bumby, president, 
Barlow & Seelig Mfg. Co., Ripon, 
Wis., and Richard J. Simmons, vice- 
president, Birtman Electric Co., Chi- 
cago; executive committee, Mr. 
Upton, Roy A. Bradt, vice-president, 
Maytag Co., Newton, Iowa; J. C. Nel- 
son, chairman of the board, Easy 
Washing Machine Corp., Syracuse, 
N. Y.; Judson S. Sayre,, president, 
Bendix Home Appliances, Inc., South 
Bend; A. E. Askerberg, president, 
Horton Mfg. Co., Fort Wayne, Ind.; 
Oscar A. Lenna, president, Blackstone 
Corp., Jamestown, N. Y., and Delbert 
A. Rizor, vice-president, Dexter Co., 
Fairfield, Oowa. Bernard J. Hank, 
president and chairman of the board, 
Conlon Corp., Chicago, was re-elected 
treasurer. 


Mortgage Resolution 


The Association adopted a resolu- 
tion against differentiation between 
types of washing machines in measures 
providing for inclusion of the appli- 
ances as part of property subject to 
the first mortgage in such present or 
future “restrictive legislation.” The 
resolution read as follows: 

“Resolved that the Executive Com- 
mittee of the American Washer and 
Ironer Manufacturers’ Association 
recommends that a _ resolution 
passed by the Association providing 
that in any legislation designed to pro- 
vide for the inclusion of washing ma- 
chines as a part of the property subject 
to the first mortgage there be no dii- 
ferentiation between types of washing 
machines and that in states where such 
restrictive legislation has been already 
passed, the laws be amended to elim'- 
nate such restrictive designations.” 

The One Minute Mfg. Co., Kellogz, 
Iowa, was elected a member of tlc 
Association. 
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Build your future 


HIGH QUALITY APPLIANCES PRICED FOR FAST TURNOVER 


Let’s Face Facts! 


The pent-up demand for appliances will be 
so great, once production is resumed, that 
you will be able to sell every appliance you 
can get regardless of make, style, quality or 
value. 

But a permanent prosperous business is not 
built on sales alone. It takes dependable trouble- 
free appliances to win customers—and keep 
them coming back! 

That is why in the future, as in the past, every 
appliance that bears the %M~name will be 
the finest and most dependable that we, with 
our 20 years experience in making over 
25,000,000 appliances, can manufacture. 


ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!... | 


FEBRUARY, 


President 
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KNAPP-MONARCH 


Only “RM~ Offers You These Four Outstanding Advantages 


1 Immediate production as soon 
as Uncle Sam gives us the green 


light. 


2 The most complete line in the 
industry. Saves overhead by re- 
ducing inventory costs. Enables 
you to outdistance competition 
with a complete selection of ap- 
pliances. 


3 Profit-proven, time-tested, 
trouble-free merchandise backed 
by 20 years experience in manu- 
facturing high-quality appliances, 
with exclusive items, exclusive fea- 
tures that get customers and hold 
them. 


4 Powerful consumer advertis- 
ing reaching 3,500,000 families 
each week is building customers 
for you right now. 


Step Out in Front of Competition and Stay There with %M~ 


KNAPP-MONARCH COMPANY 


BENT AND POTOMAC STS. 
ST. LOUIS 16, MO. 


SPEED VICTORY. KEEP BUYING WAR BONDS. 
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popular Ingraham Clocks? 


_ sold fast because of their precision 
workmanship, their good looks, and their 
very reasonable prices. They stayed sold, too, 
with mighty few kicks. 

Right now they are not available because 
we are working exclusively for Uncle Sam. 
When we get the green light we will resume 
production as fast as humanly possible. Our 
new line will be worth waiting for. 


(TOP) SA 14—a smart little self-starting 
electric alarm clock, only 4% inches high, 
in a handsome die-cast case, 


(CENTER) SST 6—a modern, streamlined 
self-starting Tambour, 20 inches long, 55% 
inches high. Case of finest figured wal- 
nut, silver plated dial. 


(RIGHT) SE 19—self-starting electric 
kitchen clock, 642 inches wide and 7 
inches long. Tilted dial improves visibility. 
All Ingraham self-starting electric clocks 
have their motors completely sealed in oil. 


THE E. INGRAHAM COMPANY, Bristol, Conn. 


ESTABLISHED 1831 


Universal Announces 
1945 Ad Campaign 


“U” Plan for Better Living” is the 
keynote of Universal’s 1945 advertis- 
ing campaign which is being announced 
by Landers, Frary & Clark. Coming 
on the heels of the “U” Plan for “V” 
Day which 16,000 dealers are now mak- 
ing use of according to W. J. Cashman, 
sales promotion manager, this new 
campaign will continue to enforce the 
basic formula of the “V” Day plan 
and incorporate many new features to 
make post-war appliance selling an 
easier performance. A new series of 
four colored advertisements are sched- 
uled to appear in 16 leading national 
magazines throughout the year. 


‘Here's Where 1 Give the Orders! 


One of Universal's 1945 “U-Plan For Bet- 
ter Living” ads to appear in consumer 
magazines. 


With the “U” Plan for “V” Day lay- 
ing the groundwork in °44, the “U” 
Plan for Better Living will concentrate 
on bringing to the American consumer 
the specific Universal products to be 
made in post-war days and show how 
the American housewife can easily 
purchase complete household equip- 
ment, from Universal when manufac- 
turing is again underway. New pro- 
ducts which the company will launch 
on the market when the war is won 
will be shown for the first time to 
build consumer recognition now. 

The check list, feature of '44 adver- 
tising has been modified and _ will 
feature designs of appliances together 
with over 25 appliance listings and 
will continue to encourage the con- 
sumer to survey her needs of the 
future and to set up a home plan to 
save for post-war appliances. The 
“U” Plan check list of appliances is 
featured in every advertisement. 

“U” Plan for Better Living con- 
sumer advertising will appear in Sat- 
urday Evening Post, Look, Good 
Housekeeping, Ladies Home Journal, 
McCall's, Woman’s Home Companion, 
Better Homes & Gardens, American 
Home, Parents’, Sunset, House. & 
Garden, House Beautiful, Farm Jour- 
nal & lT'armer’s Wife, Guide for the 
Bride and Electricity on the Farm. 


Gamble Stores to Export 


That the Gamble-Skogmo Inc. and 
its affiliates, Western Auto Supply 
Company, will enter the export market 
after the war was news broken re- 
cently by B. C. Gamble, president. 
These companies, wholesale and retail, 
handle approximately $60 million 
worth of mechandise in 24 states annu- 
ally. 
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Our fighting men are doing\a 

double “clean-up job” on all\fronts. To 
combat dirt and disease they \use modern 
washing machines powered by) trouble-free, 
air-cooled Briggs & Stratton gasoline 
engines — one more service for hundreds 
of thousands of Briggs & Stratton engines, 


now “humming” away for Victory. 


BRIGGS ESTRATTON | 


Manufacturers, distributors, dealers, and users of all types 
of appliances, tools, and equipment requiring dependable, 
compact power units vouch for the performance record of 
Briggs & Stratton engines. The latest models are backed by 
the experience gained in twenty-five years of continuous pro- 
duction of more than 2,000,000 Air-Cooled Gasoline Engines. 
BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 
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Hotpoint Survey 
Results Announced 
Cabinets, Sinks Get High Rating 


Results of a study of consumer 
wants, having special interest to dealers 
serving “better than average” clientele, 
indicates new profit opportunities in 
steel cabinets and electric sinks, ac- 
cording to Edison General Electric 
Appliance Co. 

First tabulations of preferences in 
kitchen equipment, expressed on appli- 
cations for “personalized” kitchens 
plans, ($3.00 service offered with Hot- 
point’s Your Next Kitchen, show that 
80 percent of those planning to build 
will want an electric range, 71 percent 
a new electric refrigerator, 69 percent 
an electric dishwasher, 58 percent a 
garbage disposal, and &2 percent steel 
cabinets. Of those who will remodel, 
48 percent ask that an electric range be 
put into the plan, 52 a new refrigerator, 
67 percent dishwashers, 51 percent a 
garbage disposal. Steel cabinets are 
asked for in the plans of 81 percent. 


Personalized Plans 


The booklet enclosing the plan appli- 
cation also offers standard floor plans 
at no cost. Of the 700,000 copies of the 
planning guide distributed to date, 
an apparent 40 percent are asking for 
one of the six plans of which a choice 
is offered. The personalized plan, sug- 
gested only when none of the prepared 
designs is suitable, has attracted ap- 
proximately 500 requests. In an- 
nouncing the tabulations from these 
returns, Ward R. Schafer, general 
sales manager for the makers of Hot- 
point appliances said, “The needs of 
families requesting the personalized 
plans are probably above the average 
for all who plan to build. The average 
price of the homes they will build is 
between $8,000 and $10,000. Because 
that market is especially attracted to 
electric sinks with dishwashers and 
garbage disposals, dealers serving 
areas of better than average communi- 
ties will find these prospects pre-sold.” 
Schafer noted that Hotpoint dealers 
are supplied photostatic copies of the 
personalized plans sent into their dis- 
tricts. 


Philco Plants to 
Produce Home Freezer 


Expansion of Philco Corp’s activities 
to include the production of house- 
hold freezer chests for processing and 
preserving frozen foods will start as 
soon as war conditions permit, John 
Ballantyne, president, announced in a 
recent letter to stockholders. 


The Locker Market 


“Recent estimates indicate that today 
approximately 3,000,000 families in the 
United States are using lockers in 
central storage depots to store frozen 
foods,” Mr. Ballantyne pointed out. 
“It is our belief that at least one- 
quarter of this number, or 750,000 
families, will want freezer chests in 


- their own homes within the first two 


years after the war. As the use of 
frozen foods increases in later years, 
the market should correspondingly 
grow in size and importance.” 

Philco will produce a full line of 
freezer chests to meet the various needs 
of the public, Mr. Ballantyne indicated. 
They will be suited for the use of 
single-family homes, apartment houses, 
and on farms, where greater capacity is 
required. 
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STILL GOING STRONG—After 15 years 
continuous operation, the equivalent of 
67 years normal household use, this Norge 
“rollator” compressor unit is still going 
strong, as is 67-year-old Mike Grummo- 
vitch, oldest Norge employee, who is on 
the job every day. Howard E. Blood, 
president, points to ice formed on the 
freezing compartment to emphasize the 
efficiency of the “marathon” mechanism. 


“We believe that this freezer chest 
business should add substantially to the 
company’s post-war volume and prove 
a valuable adjunct to the Philco refrig- 
erator division which was rapidly 
growing in size and importance prior 
to the outbreak of the war. It is hoped 
that production can be started as soon 
as refrigerator manufacture is allowed 
by the government.” 


The Post-War 
Stoker Outlook 


The Stoker Manufacturers Associa- 
tion predicts that at least as many 
stokers will be sold and installed in 
the first three to four years after the 
war, from 1945 or 1946 to 1948 in- 
clusive, as there were sold and installed 
in the fifteen years prior to 1942. The 
overwhelming majority of sales in the 
postwar period, starting in 1945 or 
1946, will be made to home owners now 
using hand-fired coal. 

Some manufacturers have given ser- 
ious consideration to the development 
of socalled ‘midget’ stokers for applica- 
tion to water heaters and for smal! 
homes. Several stoker manufacturers 
had produced and marketed a small 
volume of combination units—furnace 
or boiler and stoker. 

The stoker has always been a product 
that had to be sold. It is a product 
that must continue to be sold, says 
Mare G. Bluth, association secretary. 
It is a specialty product. People just 
simply did not buy it in the past, and 
they won't just simply buy it in the 
future. A demand for stokers has been 
created only by intensive and aggres- 
sive selling and merchandising meth- 
ods. That is why individual stoker 
manufacturing companies which oper- 
ate throughout the United States 
are planning more aggressive and ex- 
tensive sales and advertising nationa! 
and local campaigns than ever before. 
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ly [T LIKE THOUSANDS..SHE KNOWS THAT ONLY A Deepfreeze HAS 100% PRIMARY 
m FREEZING SURFACE—100% PROTECTION AGAINST FOOD DEHYDRATION! 


High on the list of appliances that your customers intend 
to buy when available is the Deepfreeze. They know that 
the Deepfreeze means a new and better way of living... 
finer, fresher foods that stay that way because of the exclu- 


sive, patented Deepfreeze principle. | 
Yes, with literally millions of those ready-to-buy pros- ——s 
iis pects, a home freezer means nothing less than a genuine ; ——S 
any Deepfreeze! 
Pe Deepfreeze national advertising continues to condition \ S== 
in- this market for you. This powerful advertising is driving 
lled : andard Double 


home the fact that a Deepfreeze is vitally different from all Deeptreeze Unit 


The 
the other home freezers...that only a Deepfreeze can offer Pay THE DEEPFREEZE I$ BASICALLY DIFFERENT 
or 100% Primary Freezing Surface, and 100% protection the Deepfreeze ~ scores of front-rank A solid wall of direct-action freezing 
y ‘ ‘ ‘ ‘ : like th Geed a surface entirely surrounds the food 
109 against food dehydration. A fact proved since 1938 in Good “ ina 
thousands of America’s homes! eeu by recent sesncnses t be f the maximum temperature differential 
d 4 po po | between refrigerant and food storage 
rent odvertising 2,000 people per week sen chamber is less than 2 degrees. This 
: The Deepfreeze opportunity will mean big dollar profit in for a Deepfreeze booklet offered at 10 s a leg : 
ica = A ese k prevents air from circulating and pick- 
nail volume to you. Find out about the Deepfreeze dealer Cones Pet Gngy. AD Sataasene market ing up moisture from foods. Foods 
rers franchise in your territory—now! stay juicy, farm-fres 
mall 
qace Cartridge cases, airplane nose and tail gun turrets, blood desic- AWARDED 
cating units and industrial freezing equipment are among the — PLANT MAIL THIS COUPON TODAY! 
_ war products that Motor Products Corporation is proud to be - 
bs making to speed the day of Victory. 


Motor Products Corporation 
Deepfreeze Division 
2461 Davis Street, North Chicago, III. 


Gentlemen: I am interested in getting full information regarding 
the Deepfreeze postwar selling opportunities. 


yeth- VRASE MARK RES. U.S. PAT. OFFICE Name 
Deepfreeze Division: 2461 Davis Street, North Chicago, Illinois 
‘ore. [Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario 
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DRAIN CONNECTORS 
ane better on Washing Machines 


Johnson Rubber Drain Connectors are unique in that 
their uses are so wide, practical and economical. 
Any product tagged with so many outstanding fea- 
tures is bound to ride on a wave of popularity in 
many different fields 


Introduced to the trade but a few months ago, Johnson 
Rubber drain connectors are now used as standard 
equipment on several household appliances. For 
instance, one of their applications is for washing 
machines, note how they fit this particular need. 


Johnson Rubber drain connectors eliminate cost of zinc 
die castings — here is a big savings in dollars and cents. 
Larger Opening means much faster draining — saving 
of time for the housewife. 


Absorbs Vibration — made of rubber, they are flexible, 
consequently they cushion vibration and silence 
noises prolonging the life of the equipment. 


VOTES FOR POST-WAR SINK DESIGN—More than 1000 employees of American 


Central Mfg. Corp. voted recently on post-war sink designs; 43 percent Raymond 
Loewy styled model—second choice going to American Central's 1941 line. 


Cost Less because they can be made on a production 
basis out of rubber instead of metal. 


Easier and Faster to Install requiring no tools and 
very little effort. 


Perhaps with a few changes this connector can 
be adapted to your requirements, they can 

be made to conform to any type of shut- 
off valve or to connect with any type 
pump, in any shape or length. 


& 
| N 
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Sales Executives Post-war 
Dreams Deflated By Rasmussen 


Post-war dreams of sales executives 
who count on a long-time seller’s mar- 
ket when peace comes were deflated 
by James H. Rasmussen, general sales 
manager, manufacturing division, The 
Crosley Corp., Cincinnati, when he 
recently addressed members and 
guests of The Sales Executives’ Club 
of New York. 

“There is no denying that a pent-up 
demand exists which will translate it- 
self into large sales volume when 
civilian production is resumed,” he 
said, “but I don’t agree that this sell- 
ers’ market is going to continue in- 
definitely.” 

Rasmussen cited the following rea- 
sons for his belief: 


(1) While war-time savings have been 
estimated at $58,000,000,000, 
about $43,000,000,000 of this sum 
is in the hands of families with 
incomes above $5,000 a year which 
constitute only about nine percent 
of the total number of American 
families. Savings of large income 
families represent largely invest- 
ment funds rather than liquid 
funds that will be spent for con- 
sumption goods. Families having 
incomes of $3,000 a year or less, 
which constitute 73% of the total 
number of families, have estimated 
wartime savings of only $8,000,- 
000,000, and many in this group 
will have to spend most of their 
savings for rent and food during 
the reconversion period. 


(2) Sales are dependent to a greater 
degree on income than they are 
on savings. Today, “Joe Doakes” 
averages $70 a week by working 
56 hours. His wife and daughter 
each earn $40 a week. When 
Germany is defeated, “Joe” will 
no longer bring home $70 a week 
and his wife and daughter may 
be laid off. 

(3) Evidence that dealers have be- 
come overly optimistic is found in 
a recent survey among dealers 
and consumers showing that deal- 
ers are ready to buy, in the first 


post-war year, 80% more refrig- 
erators, twice as many radios, and 
2'/2 times as many irons as the 
consumers would buy. 

The nation's productive capacity 
has increased so tremendously 
that, when turned to civilian pro- 
duction, it can fill quickly the first 
easy-to-get orders. A survey re- 
veals potential capacity to pro- 
duce almost 50% more of physi- 
cal output than our largest pre- 
war year. 

(5) No company will be satisfied to 
go back to its 1941 sales volume. 
All are thinking in terms of in- 
creased post-war sales. 

Most companies will have new 
competitors in their industries. A 
Curtis Publishing Co. survey 
shows that 85% of the companies 
interviewed planned to manufac- 
ture one or more entirely new 
products after the war and 32%, 
of these indicated their new prod- 
ucts would be in new fields. 


(4 


(6 


— 


Rasmussen declared that much of 
the responsibility for keeping 50 to 8 
million persons employed after the 
war must be shared by sales manage- 
ment and by the nation’s engineers and 
industrial designers. To accomplish 
this, he said, sales management must: 

(1) Rebuild war-depleted sales or- 
ganizations. 

(2) Recruit new sales personnel. 
One survey among war workers who 
had previously been salesmen showed 
that 69% of them preferred factory 
work and only 31% wanted to return 
to selling. 

(3) Train new men as salesmen 
and give present salesmen refresher 
courses. 

The experience of the average engi- 
neer during the war has been just the 
opposite of that of the salesman, he 
said. 

“The war has demanded that the 
engineer put forth his greatest effort 
in his own profession. He has gained 
experience with new equipment and he 
has had unlimited funds to carry of 
his work. Consequently, he is alert 
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PARTIAL LIST OF 
DISTRIBUTORS 


AMERICAN WHOLESALERS 
Washington, 
APPLIANCE WHOLESALERS 
OF OREGON 
Portland, Oregon 
BELKNAP HARDWARE & MFG. 
COMPANY, Lovisville, Ky. 
BIRMINGHAM ELECTRIC 
BATTERY CO. 
Birmingham, Ala. 
BROWN CAMP HARDWARE 
COMPANY, Des Moines, lowa 
DINKINS DAVIDSON 
HARDWARE CO. INC. 
Atlanta, Ga. 
DUNHAM, CARRIGAN & 
HAYDEN CO. 
San Francisco, Calif. 
ELECTRIC PRODUCTS, INC. 
Pittsburgh, Pa. 
FUELANE CORPORATION 
Liberty, N. Y. 
GOUGH INDUSTRIES, INC. 
Los Angeles, Calif. 
GREUSEL DISTRIBUTING 
CORPORATION 
Milwaukee, Wis. 
HAYER, F. C. COMPANY 
Minneapolis, Minn. 
HENDRIE & BOLTHOFF MFG. 
& SUPPLY CO., Denver, Colo. 
HIBBARD-SPENCER-BARTLETT 
& COMPANY, = Chicago, III. 
HIGGINBOTHAM PEARLSTONE 
HDWE. CO., Dallas, Texas 
IMPERIAL HARDWARE 
COMPANY, INC. 
El Centro, Calif. 
JANNEY SEMPLE HILL & 
COMPANY 
Minneapolis, Minn, 
JENKINS MUSIC COMPANY 
Kansas City, Mo. 
LAVENSON & SAVASTA 
San Francisco, Calif. 
McCLUNG, C. M. & COMPANY, 


INC., Knoxville, Tenn. 
McDAVID COMPANY, INC. 
_ Birmingham, Ala. 


McDONALD BROTHERS 
Memphis, Tenn. 
McDONALD ELECTRIC 
COMPANY, INC., Miami, Fla. 
MARSHALL WELLS COMPANY 
Duluth, Minn. 


MILLER JACKSON COMPANY 
Oklahoma City, Okla. 


MONROE HARDWARE 
COMPANY, INC. 
Monroe, La. 
MORLEY BROTHERS 
Saginaw, Mich. 
MORLEY MURPHY COMPANY 
Green Bay, Wis. 
NASHVILLE CHAIR COMPANY 
Nashville, Tenn. 
NESTOR FRENCH COMPANY 
Jacksonville, Fla. 


ODELL HARDWARE COMPANY 
Greensboro, N. C. 
PEASLEE GAULBERT 
CORPORATION, Atlanta, Ga. 
PEDEN IRON & STEEL 
COMPANY, Houston, Texas 
REDMOND & SON, B. V. 
New Orleans, La. 


RANSOME COMPANY 
Emeryville, Calif, 


UW BY WAR 


PERFECTED FOR PEACETIME Leapersnip/ 


THE SHERIDAN 


THE BILTMORE 


HINGS that “‘couldn’t be done”— ideas that seemed too fantastic to 

ever be facts — these “impossibles” have become accomplishments, 

in America’s all-out production for Victory! L&H is proud to share in the 
production miracles of American Industry. 


And our planning department, inspired by wartime ingenuity and 
precision, has improved our peacetime line with new features — new refine- 
ments — that will win the enthusiastic acclaim of housewives and dealers! 


Advanced design, greater cooking efficiency, time and labor saving 
conveniences, all will be embodied in the new postwar L&H Ranges to 
assure dealers quick turnover and customer satisfaction. 


Remember, too, the L&H line includes electric ranges, gas ranges, 
electric water heaters, oil stoves, portable ovens, oil heaters and wicks. 

Here at Lindemann & Hoverson production of vitally essential war 
goods still comes first and it will as long as we have a war to win. 

WPB is now permitting /imited civilian production where it will not 
interfere with the war effort—but now is the time to get set with the profitable 
L&H franchise. Act now! Write your wholesale distributor or L&H for facts! 


A. J. LINDEMANN & HOVERSON CO. 


Since 1875 


MILWAUKEE 7, WISCONSIN 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER WEATERS © GAS RANGES + DIL STOVES + PORTABLE OVENS + O'L HEATERS © WICKS 
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ASTER 
pop-OuT TO 

a EXTRAORDINARY 
BEAUTY 


So compact... 


so convenient...so complete! 
And the DUO-CHEF is backed by a most liberal long- 


service guarantee (details later). Here is genuine, appeal- 
ing newness, —a veritable “breakfast chef” that is sure to 
sell on sight. There are other smart pop-out and quick-flip 
toasters in the Merit-Made line, too. 


Distributors —dealers . . . get our proposition. You can 


“Make Money with Merit-Made.” 


MERIT-MADE PRODUCTS, merit-mane, inc. 


100 Elm Street Buffalo 3, N. Y. 
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and prepared to handle post-war re- 
quirements.” 

Speaking of the part engineers and 
industrial designers will be called upon 
to play in helping to keep America’s 
millions employed, he said, “Our engi- 
neers will have the task of improving 
sharply the products we have come to 
accept as necessar¥ to our way of liv- 
ing. It has been said that the highest 
need for the future is a high degree of 
obsolescence for consumer durable 
goods and that new, highly-improved, 
models must come so fast that there 
will be a desire to replace the old, prior 
to their wearing out. That means 
‘progressive obsolescence.’ Its effect- 
iveness has been superbly demonstrated 
by the automobile industry. 

“Labor-saving or money-saving effi- 
ciencies must be developed. Products 
must be improved to the point it be- 
comes economically sound for Mr. 
and Mrs. America to buy the new 
model. Radio manufacturers, for ex- 
ample, are going to be faced with the 
task of creating greater demand for 
their products than is now apparent. 
For the immediate post-war years, I 
believe the answer to this problem is 
in F.M. 

“This industry, however, must plan 


beyond the impetus F.M. will provide. 
An effort must be put forth to make 
television available on a sufficiently 
wide-spread basis in time to prevent 
unemployment after F.M. has lost its 
sales-making magic.” 


Must Develop New Products 


Engineers must develop entirely new 
products and the sales executives must 
lead the way, he asserted. “We must 
analyze the field of possible new prod- 
ucts to determine which of them might 
logically fit into our over-all pro- 
gram,” he said. 

Rasmussen declared there is one jo) 
for sales executives which deserved 
special emphasis. 

“We must sell our corporations the 
idea that the road ahead may be rough. 
We must caution them against over- 
optimism. We must secure the appro- 
priations necessary to accomplish our 
sales training job. We must sell the 
necessity for carrying through product 
improvement and new product devel- 
opment. The whole-hearted coopera- 
tion of our own companies is most 
definitely a pre-requisite to full success 
in our efforts.” 


REA Co-op Customers, Income, 
Consumption Show 1944 Rise 


Slattery Report for Fiscal Year Given Congress 


Rural Electrification Administra- 
tion cooperatives added 110,210 cus- 
tomers to their lines, boosted their 
average revenue per mile for all sys- 
tems by $1.03, increased average con- 
sumption per month from 64 to 71 
kw.-hrs., raised gross income 17.4 per- 
cent to $25,563,643 and increased kilo- 
watt-hour billings 22.6 percent to 
1,791,608,000 during the fiscal year 
ended June 30, 1944, REA’s recent 
annual report to Congress showed. 

Ten new systems were energized 
during the year, bring to 815 the 
number doing business last July. 
Miles of line energized during the 
year totalled 16,114, bring the overall 
total to 397,861 miles. 


Payments Made Ahead 


Coops continued to pay interest and 
retirement charges ahead of schedule, 
the report showed, with advance pay- 
ments of $16,807,254, by 599 borrowers 
in the fiscal year, an increase of more 
than $4,000,000 over advance payments 
by 555 borrowers during the fiscal 
year ended June 30, 1943. Delinquen- 
cies of more than 30 days increased 
during the last fiscal year from $181,- 
125 to $277,387. 

“Wartime conditions account for 
part of the large prepayments made by 
borrowers,” the report declared. “In 
common with all other utilities, REA- 
financed systems were forced, because 
of the shortages of labor and material, 
to postpone many needed replacements 
and other maintenance work that they 
had planned. This pressure of main- 
tenance demands, will, naturally, in- 
crease as the lines grow older.” 

“Operating reports filed by REA 
borrowers, including REA-financed 
lines of public agencies or private cor- 
porations in addition to those owned 
cooperatively, show that, on the aver- 
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age, management has had to write off 
as uncollectible not more than 25 
cents of each $1,000 of bills during 
the 1944 fiscal year.... Borrowers 
did a business totaling $59,321,942 dur- 
ing the fiscal year 1944, an increase of 
$7,404,979 over 1943. In other words, 
they grossed 16 percent on investment 
in 1944, against 14 percent in 1943,” 
the report declared. 


Average Consumption Up 


In transmitting the report to Agri- 
culture Secretary Claude R. Wickard, 
Harry Slattery, then administrator of 
REA, noted that the increase in aver- 
age monthly consumption in the ab- 
sence of new “luxury” appliances made 
the conclusion “inescapable that farm- 
ers increasingly put their electric serv- 
ice to work in productive ways.” 

“Well over 100,000 farms” were ap- 
proved for connection by WPB dur- 
ing the year, of which 67,070 were 
approved under order U-1-c. 

Allotments for acquisition of exist- 
ing systems during the year totaled 
$6,851,796, covering 1,999 miles of lin 
serving 22,311 customers. They wil! 
enable, when materials are availalle, 
the construction of 5,085 miles of new 
line at a cost of $4,824,584 to serve 
12,597 additional customers. 


REA Leading Record 


Allocations for locker plants during 
the year totaled $362,000. The year’s 
lending activities brought REA’s toto! 
to $498,811,446, of which $387,630,670 
has actually been advanced. Loans a- 
vanced during the fiscal year totaled 
$18,478,088. Allocations during the 
year totaled $31,930,123 for 34,602 
miles of line. 

REA helped coops renegotiate 
wholesale power contracts to effect 
annual savings of $150,000. 
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ING BiLeCTRICAL 


1 Allen's DUAL OVEN Range Eternal for: Coal, 2 Allen’s Combination Range No. 4000. Approved 
by AGA Testing Laboratories; automatic change 
9g from one fuel to other; eliminates hand operations. 


Wood and Gas; Coal, Wood and Electric; Oil and 
Gas; Bungalow Gas R 


What's in a name? Plenty—if it’s a trade name of 
established reputation in the stove field. 


When, after Victory, mass production of new ranges 
and heaters is again under way and the backlog of 
consumer demand is broken, the profitable business 
will go to Dealers and Distributors who carry estab- 
lished lines—lines bearing names the public knows 
and relies upon. 


In the public mind, the name “ALLEN” is another 
name for quality. Advanced design, sound construc- 
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3 Allen's Lo Piiot Oil Burn- 
ing Water Heaters, 


- tion, new convenience and safety features. . . these 


are among the things stove buyers find in ALLEN 
cooking and heating Appliances. And these are 
among the advantages you'll be able to offer them, 
in greater measure, in ALLEN post-war Products. 


ALLEN is “going places”! It will pay you to travel 
with us and the time to get ready is RIGHT NOW! 


While still engaged in war work, we are now producing 
ALLEN Appliances in limited quantity. Production will be 
stepped up as quickly as allowable under WPB regulatict.s. 


QUALITY STOVE BUILDERS SINCE 1867 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND-WOMAN- 


Ht, 


f 


SHE 


Man, by nature, is the experimenter, the 
originator, the explorer of new ideas. 
Woman, essentially more conservative, 
passes judgment and decides which ideas 
shall be accepted. Around this partnership 
of functions revolves a three billion dollar 
industry —fourth largest in our economy 


To serve woman’s specialized interest in 
fashion requires an editorial technique 
that understands how women think and 
feel, not only about the clothes they wear, 
but also about the world they live in. 


McCall's fashion pages. reflecting this 
intimate understanding, have a unique 
appeal to women who help set fashion 
standards for the nation. Evidence? Every 
month in the year more than a million 

and a half McCall patterns are bought 

by women who look to McCall’s for 


ideas and guidance. 


This is the kind of editorial influence that 
has made MecCall’s a magazine to live by 
for more than 3.500.000 women. 


THREE MAGAZINES IN ONE 


Ben Reig Dress Designed by Omar Kiam + Hat by John-Frederics 
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Control Temperature... 


Current... or BOTH! 


...in electrical apparatus with 


Db you have an application calling for control of 
temperature or current—or both—within predeter- 
mined limits? If so, doubtless the Micro Switch 
Temp Cop will be just the answer to your problem. 


The Temp Cop—a snap-acting, thermostatic con- 
tactor—provides reliable automatic temperature or 
current control in many types of electrical appara- 
tus. It operates warning signals when temperatures 
reach high or low specified limits, and protects 
against excessive current or short circuits. Reverse 
action, too, is automatic. 


Temp Cop’s thermostatic bimetal elements can be 
varied to cover the proper range of response to cur- 
rent and temperature required by a specific appli- 
cation. Available in automatic re-cycling or manual 
reset types. 
Turn over your job of maintaining temperature and 
current, within predetermined limits, to the rugged, 
dependable Temp Cop. Write Micro Switch today 
for details. 

\ 
LET'S ALL BACK THE ATTACK BUY EXTRA WAR BONDS! 


© 1945 


A DIVISION OF FIRST INDUSTRIAL CORPORATION 


n. Dallas, Portland, (Ore) 


PAGE 104 


RMA AD COMMITTEE MEETING—The Advertising Committee of Radio Manu- 
facturers' Association in Chicago is shown above approving program to join Ne- 
tional Association of Broadcasters in observance of broadcasting’s 25th anniversary 
in 1945, Left to right, front: Charles B. Brown, RCA Victor Div., RCA; John S. Gar- 
ceau, Farnsworth, committee chairman; Fred Schreiber, Zenith; Victor Irvine, Galvin; 
Stanley H. Manson, Stromberg-Carlson; S. D. Mahan, Crosley. Rear, left to right; 
James W. Douthat, director of publications, RMA; John G. Porter, General Electric; 


-and Seymour Mintz, Admiral. 


Industry Problems Reviewed 
At Los Angeles PCEA Meeting 


Following the San Francisco con- 
clave of the Pacific Coast Electrical 
Association in most respects, the Los 
Angeles meeting, held after the last 
issue of ELecrricAL MERCHANDISING 
went to press, brought out some new 
features. The adequate wiring story as 
told by A. B. Smedley before the 
Business Development section, had its 
own method of translating technical 
terms into language the public can 
understand. Wire size numbers were 
compared to spool thread sizes, the 
larger the number, the smaller the 
thread. For the benefit of the elec- 
trical industry, Smedley suggested the 
novel praccice of utilizing step relays, 
now used in aircraft to control diverse 
loads by means of low-voltage push 
buttons in home wiring, to control 
switching, and to furnish control points 
at any spot desired. He believed this 
would be a genuine step toward in- 
creased convenience and would be read- 
ily saleable. 


instalment Financing 


The term financing story was pre- 
sented to the Los Angeles meeting by 
H. E. Christensen, chairman of the 
committee on credits of the California 
Bankers’ Association. He declared that 
banks are well staffed and ready to 
finance appliances or kitchens for deal- 
ers, as well as to furnish other kinds of 
credit and he asked for assistance from 
the electrical industry in determining 
what type of financing should be done. 
Because banks are part of the business 
structure of their individual communi- 
ties he believed that they are able to 
give quick service and to meet special 
conditions better than some other types 
of financing. He urged the repeal of 
Regulation W and recommended a 
study of such government publications 
on financing as the CED booklet on 
bank credit. 

J. J. Duell, of the California Farm 
Bureau Federation, called for increased 
service to the farm districts after the 
war, pointing out the need for serving 


100 per cent of the agricultural districts 
with electricity, if only to forestall an 
appeal to the government to take over 
in case of failure. A list of some of 
the needs of farmers included rain ma- 
chines, dehydrators, feed grinders and 
mixers, milking machines, dairy steril- 
izers, soil heating, welding machines, 
brooders, electric fences, insect traps 
and service to farm camps—all unde- 
sirable loads from fhe standpoint of 
the utility because of their intermittent 
nature, but important to the man on the 
land. They are not now economical if 
they must be paid for with high de- 
mand charges based on connected load, 
but will achieve popularity if a more 
favorable rate can be worked out. 


General Commercial Cooking 


E. J. Baughman of the Edison Gen- 
eral Electric Appliance Co. closed the 
Business Development session at Los 
Angeles with a talk on commercial 
cooking in which he first presented the 
subject in reverse, quoting the com- 
plaint that “it has no industry support, 
equipment is priced too high, it causes 
more trouble, cooks won’t use it, utili- 
ties do not give it sales help, rates are 
too high and too complex, it is over- 
sold, we don’t know what we are sell- 
ing, salesmen are not trained and even 
the government puts too high a priority 
on it.” He then proceeded to meet each 
of the difficulties. He advocated the 
forming of a PCEA cooking advisory 
board, the selling of counter equipment 
first, showing comparisons, selling only 
approved equipment, hiring ex-service 
men with electric cooking experience a3 
cooks (even setting up an employment 
agency for them), organization of 2 
commercial cooking department, simpli- 
fication of rates, use of common busi- 
ness sense, selling of adequate food 
service, the establishment of training 
schools and, finally, an appeal to Wash- 
ington for the same break in equipment 
production as gas. 

The thesis that new light sources 
offer the prospects of good business for 
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Trant 


President, R. F. Trant, Inc. 
Norfolk, Virginia 


In Outlining His Plans For Post-War Heating Equipment, Says: 


“For Most Satisfactory Sales for Our 
Dealers, Picked Coleman for the 
Enormous Post-War Heating Market” 


“Our own experience tells why: We 
started out with Coleman in 1940 and 
made a very creditable showing the first 
year,” reports Mr. Trant. “In 1941, we 
doubled our 1940 sales and unquestion- 
ably, had the war not come upon us, we 
would haye doubled our 1941 sales in 
1942. We expect a tremendous market 
for Coleman Space Heaters, Floor Fur- 
naces and Central Heating Plants in the 


THE COLEMAN LAMP AND STOVE COMPANY 


post-war period, and are building plans 
to make the most of the many Coleman 
advantages. Our experience proves to us 
that Coleman products are practically 
service-free, and the margin of profit 
pleasing to our dealers.” 


Coleman franchise dealers are being 
appointed now by America’s leading dis- 
tributors for post-war sales of these Cole- 
man Heating Appliance lines: oil heaters, 


GAS, OIL and LP-gas floor furnaces, water 
heaters and central heat plants. This 
franchise is awarded to aggressive deal- 
ers who can qualify and handle the vol- 
ume of Coleman business they can easily 
develop. Write us for the name of your 
Coleman distributor, who can tell you the 
complete story of the Coleman opportu- 
nity in the waiting billion-dollar home- 
heating market. Coleman Lamp and Stove 
Company, Dept. EM-6X, Wichita 1, Kans. 


WICHITA 1 * CHICAGO 11 + PHILADELPHIA8 + LOS ANGELES 54 + TORONTO, CANADA 
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STRONG ORGANIZATION— 


MANUFACTURER... 


GRAYBAR brings to the manufacturer of ranges or other major appliances a 
distribution set-up that’s already ably organized, awaiting only the release of 
merchandise to expand to full-scale operation. 

Highly successful experience in the sale of major appliances by individual 
GRAYBAR houses sets the pattern. A “headquarters staff” extends these well- 


proved techniques throughout the organization. Local or regional distribution 
of your product has all the “push” and experience of a national organization 
behind it. As you plan for post-war growth, you can count on a staff of mer- 
chandisers whose sole interest is appliance selling, 4514 


A PERSONAL APPROA 


the DEALER... 


In war as in peace, GRAYBAR has worked to maintain its reputation for per- 
sonal service in all the local communities where its dealers are located. In our 
distribution of major appliances when they are again available, this same prac- 
tice will hold. A GrayBAR merchandising specialist will make your business 
his personal responsibility. You'll be more than “just a quota” to your 
GRAYBAR Man. As a source of supply for electric ranges and other major 
appliances, GRAYBAR will represent a “best-selling” name in your territory. 
You'll have a double assurance of profitable sale when this well-known name 
comes backed via GRAYBAR. 


Merchandising Sales Department 


ELECTRIC COMPANY 


IN OVER 80 PRINCIPAL CITIES © GRAYBAR BUILDING, NEW YORK 17, N. Y. 


POST-WAR FORK—Arlene Trenary, fa- 
mous magazine model, appeared in one of 
the skits burlesquing new products at a 
recent Faraday Electric Corp. sales and 
merchandise clinic, held at Adrian, Mich. 
The goofy design is for an electric revolv- 
ing fork. On the serious side, Faraday 
Electric have been working on new post- 
war products they will produce — door 
chimes, a new electric cord to fit any 
appliance and an electric broiler lid. 


each branch of the industry was pre- 
sented in Los Angeles by a panel con- 
sisting of A. I. Benedict, manager 
commercial sales, San Diego Gas and 
Electric Co., H. J. Chanon, illuminating 
engineer, General Electric lamp de- 
partment; L. A. Hobbs, manager, 
Smoot-Holman Co.; L. A. Rice, Elec- 
trical Products Corp.; F. K. Sampson, 
Kirstner, Curtis & Wright, architects; 
and Frank Wagner, Wagner Woodruff 
Co. Fred Doolittle and M. A. Sawyer 
who had given a paper on the effects 
of fluorescent lighting on distribution 
systems were also asked some ques- 
tions. 


H. C. Rice, vice chairman of the sec- 
tion, turned the morning session over 
to E. W. Meise, San Diego Gas & 
Electric Co. and the afternoon session 
to C. L. Moore, Chicago Flexible Shaft 
Co. as presiding chairmen. Bill Cyr of 
Electrical West gave his comic ver- 
sion of the Dream Home as in San 
Francisco and Victor W. Hartley pre- 
sented the subject of Home Planning 
Institutes. 


Faraday Electric Buys 
Holtzer-Cabot 


Faraday Electric Corp., Adrain, 
Mich., recently announced the pur- 
chase of the signal systems business of 
the Holtzer-Cabot Electric Co. of 
Boston, Mass. 

Holtzer-Cabot operations will con- 
tinue in the Boston plants through 
January and February, after which 
they will be transferred to the Faraday 
plants in Adrian and Chicago. 

The Faraday Electric Corp is a con- 
solidation of two signaling system com- 
panies, Stanley & Patterson, Inc., New 
York and Schwarze Electric Co. 0! 
Adrain. 
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Fresecnutat appliance leadership for Universal distributors 
and dealers, $1,000,000 for new design is being spent as a part 
of Universal’s post-war marketing program. Well diversified 
lines will feature fewer models, with outstanding eye-appeal, 
attractively priced to assure good profit margins. New beauty, 
new products and new features will combine with established 
quality for greater salability. 


Join Universal’s “Forward March to Market” for a sound, 
profitable, long-term business future! Add a million dollars 
worth of new design, three million dollars worth of product 
improvement, fifty million customers worth of good will for 
the true value of the Universal franchise in your community. 


® Ask your nearest Universal distributor for a presentation of 
the “Forward March to Market”. 


LANDERS, FRARY & CLARK - NEW BRITAIN, CONN. 


Universal Electrical Appliances Distributed in Canada Exclusively by Northern Electric Company, Ltd. 
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Look at it this way: Your biggest business asset is a 


satisfied customer. When you select DAYTON Water 
Systems, you're protecting him . . . and yourself on every 
installation. Consistently dependable and economical, 
DAYTON Water Systems should be included in your 
post-war plans. It’s good business! 


THE DAYTON PUMP & MFG. CO. * DAYTON, OHIO 


SUPPLY gy 
a) 
AS 
Dayton 
4 
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EARL R. BRIDGE 


Norge Div. Borg-Warner Corp. 


J. M. Tenney, formerly refrigeration 
sales manager of the Norge division of 


Borg-Warner Corp., has been ap- . 


pointed western sales manager, it was 
announced recently by M. G. O’Harra, 
vice-president in charge of sales. 

At the same time, Mr. O’Harra an- 
nounced that Earl R. Bridge, formerly 
laundry equipment sales manager, has 
been named to the post left vacant by 
Mr. Tenney, and that R. H. Pizor, 
who has been acting as key sales spe- 
cialist, will succeed Mr. Bridge. The 
shifts were made necessary by the re- 
cent death of Lee O. Cox, whose 
former position will be taken over by 
Mr. Tenney. 

From the standpoint of service, Mr. 
Tenney is the oldest member of the 
Norge sales department, except for 
Mr. O’Harra, having joined the com- 
pany in 1929 as Los Angeles sales 
manager. 

Like most members of the Norge 
sales department, Mr. Bridge and Mr. 
Pizor have had long periods of service 
with the company. 

Mr. Bridge joined Norge in 1934, 
and was named laundry equipment sales 
manager a year later. He was largely 
responsible for initial marketing of the 
Norge line of laundry equipment and 
for subsequent distribution and sales 
growth of the products since the first 
Norge washing machine was produced 
in 1933. Mr. Pizor has been with 
Norge since 1933, but has been contact- 
ing distributors and dealers all over 
the United States for the last 22 years. 


Puffer Now Vice-President 
Paul H. Puffer, formerly director of 


post-war planning of the Norge 
division of Borg-Warner Corp., has 


PAUL PUFFER 


J. M. TENNEY 


R. H. PIZOR 


C. A. HOUSEKNECHT 


been named a vice-president to develop 
an employe and public relations pro- 
gram. 

Mr. Puffer has been with Norge for 
the last 11 years and in this time has 
served in a number of important execu- 
tive capacities. Prior to the war, he 
was general salesmanager, and after 
Pearl Harbor acted as contact man 
with Washington officials during the 
company’s conversion to war work. 
This activity was followed by one in 
which he was liaison man between the 
company and government agencies on 
war contracts. 


Houseknecht Appointed 


C. A. Houseknecht has been ap- 
pointed laundry equipment production 
manager for the Norge Div. of Borg- 
Warner Corp. 

Mr. Houseknecht has been in the 
laundry equipment manufacturing busi- 
ness for 24 years, starting with the 
Easy Washing Machine Co. in 192! 
Mr. Houseknecht was factory manager, 
in charge of all phases of output. Be- 
fore joining Easy he spent 814 years 
with the Franklin Automobile Co. as 
tool room foreman and assistant master 
mechanic. Prior to his affiliation with 
Norge he had been factory manager for 
the 1900 Washing Machine Co. 


Round Oak Co. 


William Pfaff has been named works 
manager of the Round Oak Co., Dowa- 
giac, Mich. 

Mr. Pfaff comes to Round Oak from 
the Mullins Mfg. Co., where he has 
served in various capacities for 18 
years. 
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SOON ... after victory in Europe ...two types of 
Arvin Portable Electric Heaters will be coming to you 
and your customers. Arvin production will be ready to 
roll—when production can begin. Arvin national con- 
sumer advertising will be ready to ran—when consumer 
selling begins. And you who have these fine heaters on 
order will make some fast profits when your stock comes 
in. Maybe you’ve already placed an order with your 


jos Arvin distributor . . . or it might be well to do so now. 
> for 
has FAN FORCED 
‘ecu- 
, he 
after ® Three models of this popular type of heater will be 
a available to chase the chills from bathrooms and bed- 
rooms—heaters that sell like ‘“‘hot cakes” for homes, offi- 
e in ces, stores, trailers, camp cottages and many other uses. 
| the 
s on 
ap- 
‘tion 
org- 
the 
the 
1921 
.. @ A heater that serves as a portable electric fire- 4 
ears place for any room in the home —for offices and 
. 2s many other places. Your sales opportunity is big. 
ister 
with 
- for 
Products Coming from NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Indiana 
ARVIN Radios, Metal-Chrome Dinette Sets, Metal Outdoor Furniture, Electric Heaters and Appliances, Laundry Tubs, Car Heaters and 
other Equipment for Homes and Cars... also Metal Tubing and Stamping Assemblies for Automotive and Other Manufacturers 
++. Twenty-five years of experience in manufacturing and merchandising—11 plants in five Indiana cities. 
orks 
ywa- 
rom 
has 
18 
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HORTON receives 
FOURTH Army-Navy “E” Star 
...and National Security Award 


Admiral Bloch in announcing the Fourth Renewal of the 
Army-Navy “E’’ Award writes: 


‘Due to the untiring efforts of the men 
and women of the Horton Manufactur- 


The National Security Award was 
conferred upon Horton December 19, 
for establishing superior measures of 
security and protection against fires, 
sabotage, accidents and air raid at- 
tacks. Both awards are a tribute to 


ing Company to produce the equipment 
needed for victory, the Navy Board for 
Production Awards at its last meeting 


granted your plant a fourth renewal of 
the Army-Navy “‘E”’ Award. A new flag 
with four stars will reach you in the near 
future. 

In view of your excellent record, the 
Army and Navy have decided that your 
company may retain the flag for a year 
before being considered for the next re- 
newal,”” 


PAGE 


the devotion and sustained effort of 
Horton employees in giving their ut- 
most to war production. 


FORT WAYNE, INDIANA 
MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 74 YEARS 
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POSITIONS 


F. L. Jacobs Co. 


Robert H. Roden has been appointed 
to direct the Home Appliance Division 
of the F. L. Jacobs Co., Detroit, Mich. 
He was branch manager and eastern 
divisional manager of Bendix and New 


ROBERT H. RODEN 


York district representative for Gen- 
eral Electric on home appliance prod- 
ucts for seven years. 

Jacobs will enter the home appliance 
field with particular emphasis on an 
electric washing machine. 


Hill-Shaw Co. 


Milton Grey, general sales manager 
of the Hill-Shaw Co. recently an- 
nounced an expansion of the Chicago 
staff to include Curtis L. Peterson as 
advertising director of the domestic 
and commercial lines of Vaculator 
coffee makers. Another change in the 
staff of the organization at the Chicago 
plant is the promotion of Jon Zitz to 
central district sales manager. 


lronrite lroner Co. Ay 


W. R. Dabney, general sales man- 
ager of Ironrite Ironer Co. has an- 
nounced the appointment of Harry 
Frohnapple, of Buffalo, New York, as 
division manager in New York except 
New York City, and adjoining terri- 
tory. 


house | 
oil-fire 
Wesco- 
miss g 


You'll 
soon ai 
tative. 


HARRY FROHNAPPLE 


Mr. Frohnapple has been in the 
domestic home appliance business for 
a number of years, having started his 
career in appliance as a district man- 
ager for a Cleveland refrigeration 
manufacturer in the early twenties. He 
is well known in the washer-ironer 
industry, especially in his home state 
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WESTINGHOUSE 


‘ Here’s a dealer who's 
on the main line 
when the green light 
shows for consumer 
goods! He has signed 
up with Westing- 
house Electric Supply Company to sell Evanair 
oil-fired space heaters. He knows that the 
Wesco-Evanair hook-up means he just can’t 
miss getting the lion’s share of sales in his 
community during the big postwar years. 


You'll want to get in on this franchise just as 
soon as you've talked to your Wesco represen- 
tative. The moment government restrictions 
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are lifted, Evans is ready to go with space 
heaters that pack more beauty, more efficiency, 
more sales wallop in one sweet, compact unit 
than anything you've ever seen. 


You can’t overlook the fact that Evans had 
something to start with—plenty to build on: 
First, the famous Evans-originated, fan-forced, 
circulating floor-level heat; second, the amaz- 


EVANAIR DIVISION 


EVANS PRODUCTS 
COMPANY 


DETROIT 27, MICHIGAN 


ing Evans achievements in heating equipment 
for tanks, trucks, ambulances and soldiers’ 
huts. Back of the units will be an advertising 
and merchandising program designed to help 
you make the most of your great profit 
opportunities. 


Now is the time to get on that main line— 
Evanair! Ask the nearest Wesco distributor if 
the franchise is still available in your city, or 
write Evans. Also ask us. for the FREE Heat 
Loss Indicator which makes it easy for you to 
figure the proper size heater for each custo- 
mer’s needs. Write to Evans Products Com- 
pany, 15310 Fullerton Ave., Detroit 27, Mich. 


Heating Equipment 
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« dealer who sells quality dur- 


g these trying times will have 
easy sailing when competition 
increases in the post war years, 
When the housewife is faced 
“with the necessity of replocing a 
burned out or inefficient unit in 
| her electric range, she relies on 

your technical knowledge. You 
know the uniformly high stand= 
ord of 1-K units — nickel-chra- 
mium resistance wire in perfect 


Units Raised to Cleaning Pesitien 


ALL ORDERS FOR T-K REPLACEMENT UNITS 


TUTTLE & KIFT 


spiral centered in magnesiue 


oxide. Rugged precision .con- 


struction defies the extremes of 


neat end cold—rust—corrosion— 


food chemicals — steom—weoter 


and reugh handling. UF a 
turn principle makes deaning 


easy. 


GENERAL OFFICES AND PLANT 
1825 NORTH MONITOR AVENUE + CHICAGO 39, ILLINOTS 


Makers of Electric Heating and Cooking Devices 


Crosley Corp. 


Following closely upon announce- 
ment by J. H. Rasmussen, general 
sales manager, The Crosley Corp., 
that they will introduce a line of 
Crosley steel kitchen cabinets and cabi- 
net sinks, the appointment of E. A. 
Bonneville, former regional sales man- 


E. A. BONNEVILLE 


ager, as kitchen cabinet product man- 
ager of the Crosley manufacturing 
division was announced recently by Mr. 
Rasmussen. 

Before joining Crosley earlier this 
year, Mr. Bonneville had been asso- 
ciated with the Times Appliance Co., 
New York City for 14 years, and had 
been vice-president in charge of the 
appliance dealer division when he left. 


Viking Air Conditioning Corp. 


Frank P. Gibbons has been advanced 
from assistant sales manager to sales 
manager of the Viking Air Condition- 
ing Corp., Cleveland. 


Electronics Corp. of America 


The Electronics Corp. of America, 
New York, N. Y., recently announced 
the appointment of Jack Geartner as 
sales manager for ECA. 

Mr. Geartner comes to ECA after 
five years with Emerson Radio & 


Williams Oil-O-Matic 
Heating Corp. 


W. A. Matheson, president, Williams 
Oil-O-Matic Heating Corp. has an- 
nounced the appointment of John H. 
Read as advertising and sales promo- 
tion manager. 

Mr. Read comes to Williams from 


the United States Treasury Depart- 
ment where, for the last three years, he 
has been located at Springfield, Illinois, 
as regional manager of the War 
Finance Committee of [Illinois in 
charge of War Bond sales in downstate 
Illinois. Just prior to his Treasury 
Department appointment, Mr. Read 
was with the Mace Advertising 
Agency, Peoria, Illinois as account 
executive. 


NuTone, Inc. 


J. Ralph Corbett, president of Nu- 
Tone, Inc., manufacturers of door 
chimes and other signal devices, an- 
nounced recently that F. M. Maichle 
will become vice-president and sales 
manager of the company. Mr. Maichle 
will make his headquarters at Nu- 
Tone’s new national sales office in the 
Merchandise Mart, Chicago. 

Mr. Maichle leaves the U. S. Gyp- 
sum Co., where for six years he was 
merchandising manager of the indus- 
trial insulation and sound control di- 


Phonograph Corp. of New York, as 
assistant sales manager and advertising 
director. Prior to this, at the Arcturus 
Tube Co., of Newark, N. J., he directed 
advertising and then became the gen- 
eral sales manager. 


vision, with responsibility for distri- 
bution, promotion, packaging, and pro- 
duct development. Prior to this, he 
was district manager in Detroit and 
Pittsburgh for the Lincoln Electri: 
Co., of Cleveland, 
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@ A recent survey indicates that 4,407,360 housewives (repre- 
senting 24% of present washer owners) are waiting for auto- 
matic clothes dryers! 

Picture what that market means in terms of your community! 
Every time you sell a washer, you create a natural opening for 
the sale of a Hamilton Automatic Clothes Dryer. Two sales 
instead of one! Two profits instead of one! 


There'll be no trade-in problem, for when you sell 4 Hamilton 


WORLD'S LARGEST MANUFAC 


ELECTRICAL MERCHANDISING—FEBRUARY, 1945 


TURERS O 


= ANBHIGHLY PROFITABLE SALES HORIZONS” 


auromaric CLOTHES DRYER ! 


Dryer with a washer or other appliance, you increase your 
margin to cover the trade-in on the old appliance. 


5,000 IN USE 


Before war stopped production, over 5,000 Hamilton Auto- 
matic Clothes Dryers in homes and apartments were con- 
clusively proving their worth...and are still doing so. With 
a Hamilton, women are no longer at the mercy of washday 
weather. Cloudy or bright, hot or cold, clothes 
dry sweet, fluffy and clean. And quickly, too, 
for the Hamilton turns out an average washer 
load of clothes (damp-dry, ready to iron) in 
only 15 to 25 minutes. 

Remarkably free from “machinery,” the 
Hamilton Dryer has only three moving parts. 
That means good insurance for you against 
profitless “service calls.” 


F EQUIPMENT FOR THE FROFESSIOn, 


TWO RIVERS - WISCONSIN 
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FUEL SAVINGS 


and Temperature Controls 


“Prescribe” THE 3-PIECE 


UTOMATIC HEAT REGULATOR SET 


MODERN WALL THERMOSTAT 


Modernistically designed, the A-P Thermostat controls room 
temperature within 1° variation above or below setting. 
All operating parts in special composition base, easily 
mounted on wall without disfiguring — needs only 1,” 
hole for cable. Accurately calibrated thermometer in cover. 
Needs only convenient manual setting for steady heat control. 


{ip} LIMIT CONTROL 


Important in preventing overheating and conse- 
quent fuel waste, this limit control stops built-up 
furnace heat from causing room temperature to 
coast way above thermostat setting. Convenient 
dial can be set according to season and outdoor 
temperature. 


Sp} DAMPER REGULATOR 


Compact and sturdy, A-P Damper Regulator 
Motor has exceptional lifting power. Gear and 
pinions of high grade steel — all electrical con- 
nection carefully soldered — corrosion-resistant 
for basement use. Built for long service. Motor 
requires no attention except to oil once a year. 


Exclusive Relatching Feature. Special spring latch knob is provided on each 
of the two arms of the A-P Damper Regulator, permitting dropping of arms 
for closing the draft and check when stoking fire. Arms automatically relatch 
at the next motor operation. An important safety feature. 


Write For Details 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street ° Milwaukee 10, Wisconsin 


DEPENDABLE 
CONTROLS 


FOR HEATING + AIR CONDITIONING + REFRIGERATION 
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Sylvania Electric Products, Inc. 


Sylvania Electric Products Inc., an- 
nounces the appointment of R. G. 
Slauer as manager of the Applications 
Laboratory with headquarters in 
Salem, Massachusetts. A veteran of 
over 18 years experience in the lighting 
industry, Mr. Slauer is widely known 
for his educational activities having 


R. G. SLAUER 


conducted at one time a special corres- 
pondence course for Westinghouse, 
with whom he was associated for 14 
years prior to his Sylvania appoint- 
ment. He is the author of the Hand- 
book of Interior Wiring Design, the 
present basis of all development work 
on postwar residential and commercial 
wiring. 


Goodwillie Appointed 


The appointment of Stuart Good- 
willie as manager of the central station 
sales in the Lighting Division has been 
announced by Sylvania Electric Pro- 
ducts Inc. For the last two and a half 
years Mr. Goodwillie has been in 
charge of organization development 
for Sylvania. 


P. A. Geier 


Charles F. Dunn, a veteran electric 
appliance specialist, formerly with 
Graybar of New York and Gimbel 
Brothers of New York, will join the 
staff of the P. A. Geier Co., manu- 
facturers of Royal vacuum cleaners, as 
its wholesale representative in the New 
York area January, 1945. 

Mr. Dunn'was associated with Gim- 
bel Brothers New York ‘store from 
October 7, 1925 until March 15, 1941 
in the buying end of the business 
which carried household appliances 
and major electrical appliances; his 
position in addition required him to 


_ assist in managing the operations of the 


departments. 


Emerson Radio & 
Phonograph Corp. 


Col. George C. Hale, with the Army 
Air Force since 1942 as communica- 
tions equipment officer, has joined Em- 
erson Radio & Phonograph Corp. as 
director of the special products di- 
vision. Col. Hale was formerly with 
Philco Corp. in its Detroit and Phila- 
delphia offices. He has also been with 
Transitone Auto Radio Corp., Jewett 
Radio & Phonograph Corp. and Black 
& Decker Electric Tool Corporation. 
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Estate Stove Co. 


Miss Celia S. Bush has rejoined The 
Estate Stove Co., Hamilton, Ohio, as 
director of Home Service, it was an- 
nounced recently by S. C. Bernhardt, 
vice-president in charge of sales. Miss 
Bush, who held this position with Es- 
tate before the war, has ended a two- 
year leave of absence and returns to 


CELIA S. BUSH 


organize an expanded home service de- 
partment. In addition to range testing 
and research, Miss Bush will prepare 
a home service training course and in- 
vite home service directors of Estate 
distributors to the factory at Hamilton 
for a week’s training with Estate 
ranges. 

Les W. Brate has rejoined the sales 
force of The Estate Stove Co., Hamil- 
ton, Ohio, as district manager in the 
North Central territory, it was an- 
nounced recently by S. C. Bernhardt, 
vice-president in charge of sales. 


Westinghouse Lamp Div. 


Miss Beryle Priest, formerly home 
lighting adviser for the Consumer’s 
Power Co. of Lansing, Mich., has 
joined the illuminating engineering de- 
partment of the Westinghouse Lamp 
Division, D. W. Atwater, department 
manager, announced recently. 

Miss Priest will assist Miss Myrtle 
Fahsbender, director of residential 
lighting for Westinghouse, in develop- 
ing and designing improved methods of 
home lighting. Both lighting special- 
ists maintain their headquarters in the 
Bloomfield plant of the Lamp Division, 
where they have an experimental lab- 
oratory at their disposal. 


‘Commonwealth Edison Co. 


Commonwealth Edison Co,, Chicago, 
Tll., announces the appointment of 
Mrs. Madeline Mehlig as director of 
home economics. Mrs. Mehlig was 
formerly director of The School of 


‘ Domestic Arts and Science, Chicago, 


and director of home economics pro- 
gram, Northwestern University. 


Schwitzer-Cummins Co. 


Announcement is made of the ap- 
pointment of James A. McDaniel as 
sales manager for the Schwitzer-Cum- 
mins Co., Indianapolis stoker manufac- 
turers. He succeeds Walter Sormance. 
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Throw away your 


Of course there’s such a thing as luck. And 

you don’t need to wait for it to come your way. 
Right now, for instance, there’s the 

CLARION DEALER FRANCHISE. 

It’s available to a /imited number of for- 
ward-looking merchants. And when the 
great day of peace comes, those who have 
the CLARION franchise will indeed be 
LUCKY. Why? 

Simply because they will have a complete 
line of FM-AM models of outstanding beauty 


and value when people will be demanding 
their money’s worth. Why? 

Because the CLARION dealer will be 
backed by one of the most carefully selected 
distribution organizations in America. 

Which explains why CLARION has one 
of the fastest growing dealer organizations 
in the industry. 

If you want to be lucky, throw away your 
rabbit’s foot and write for the name of the 
CLARION distributor in your territory. 
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HERE'S A BIT of Sherlock Holmes in every good 

advertising manager. During the war—when top manage- 
ment could think of nothing but production, the advertising 
manager has been concerned with postwar selling problems. 
He’s been looking for markets of sizes and wealth sufficient 
to absorb peacetime products—and keep his firm’s war-swollen 
plants still running full tilt. 


And the advertising manager has found what he was looking for. 


Clues pointed to a huge market where income was at an all- 
time high . .. where savings increased in proportion ... where 
mortgages were being greatly reduced . . . where able-and- 
ready-to-buy farm folks are waiting for the coming peace to 
bring the products they want to buy. This is the great 


American farm market. 


The advertising manager’s investigations showed him another 
fact: An ideal hunting ground for postwar sales in the farm 
market is the wealthy Golden Crescent —formed by Michigan, 
Ohio and Pennsylvania. Cash income in 1944 for Z¥% Golden 
Crescent amounted to $1,500,000,000. The diversity of prod- 
ucts means year-round income .. . and near-by larger cities 
form a ready and profitable market for these farmers’ products. 


Because the editors of Michigan Farmer, Ohio Farmer and 
Pennsylvania Farmer enjoy the confidence of Galden G@rescent 


readers, the advertising pages of these publications are open 


doors to the farms in this rich area. 


Member: Agricultural Publishers’ Association 


Audit Bureau of Circulations 


Golden 


3 MILLION 
FARM FOLKS FORM A 
MAJOR MARKET 


OHIO FARMER 


Cleveland 


MICHIGAN FARMER 


Detroit 


PENNSYLVANIA FARMER 


Harrisburg 
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Doesn’t take more than the word 
“Bendix,” to make women sit up and take 
notice! They’re all ears, all eyes, and all 
ready for the Bendix Automatic Home 
Laundry —so pre-sold on its unique laun- 
dry advantages, they’re signing up even 
now, in thousands of Bendix dealers’ 
showrooms! 

We must admit that the greatest Bendix 
sales effort is being made by the more 
than 300,000 women who already own 
pre-war Bendix machines. They’re aiding 
Bendix goodwill and sales by word-of- 


mouth—over the back yard fence! We at 
Bendix are helping dealers, too, with the 
greatest sales promotion in our history — 
with National Ads, National Radio, Elec- 
tric Signs, Store Displays and Dealer 
Materials! 

Any way you look at it, the Bendix 
dealer isa lucky guy. More women want to 
buy the Bendix than any other machine. 
They have the money, and the minute 
the new Bendix is released, that money is 
going to change hands! No wonder they’re 
all saying—‘“‘All I Want Is a Bendix!” 


Laundry 


Bendix Home Appliances, Inc., South Bend, Indiana, Pioneers and Perfectors of the Automatic Washer’ 
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PINNED DOWN on the Anzio beachhead, American forces 
flashed an urgent S O S for new, low-velocity shells needed 
to smash German defenses. For this new shell a new fuse 
and booster had to be designed and manufactured. Army 
Ordnance telephoned Robertshaw. There wasn’t time for 
drawings. One week later the new-type shells with new 
Robertshaw boosters were on the way by air transport to 
Anzio, 


Back of this story lies a record of Army-Robertshaw team- 
work on the production of boosters—the intricate part of the 
shell which contains the boosting reservoir or powder which 
upon ignition from the fuse explodes, setting off the main 
charge’in the shell. 


Before 1941, making boosters was a slow, watch-maker pro- 
cess. Working with Army Ordnance, Robertshaw production 
men developed a new mass production system with the same 
individual watch-maker accuracy. Robertshaw became prob- 
ably the world’s largest manufacturer of boosters. 


That is one of many stories of wartime achievement which 
all point to this one postwar fact: Robertshaw thermostats 
will be better than ever, more important than ever on 
tomorrow's ranges. 


Even More Than Before YOU CAN DEPEND ON "es 


THERMOSTAT COMPANY 
Youngwood, Pa. 
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THE DELEGATE FROM IRAQ—Following his participation in the recent international 
business conference at Rye, N. Y., wherg he headed the Iraq delegation, Said Hafidh 
Al-Kadi travelled to Detroit to discuss post-war business with officials of Norge Divi- 
sion Borg-Warner Corp. Howard E. Blood, president of Norge, is shown above explain- 
ing the “rollator” refrigeration mechanism; Arch Black, export manager, and M. G. 
O'Harra, vice-president in charge of sales, listen. 


BUFFALO, N. Y.—A certificate of 
partnership has been filed for Hod-Al 
Electrical Appliances, 1324 Fillmore 
Ave., by A. Alfred W. Downs, 248 
Landon St., and Howard U. Lotz, 954 
Humboldt Pkwy. 


TACOMA, WASH.—William Elec- 
tric & Hardware Co., have opened at 
2602 Sixth Ave. 


SHERIDAN, ORE.—D. L. Newby 
has opened a refrigeration and elec- 
trical supply and service store. 


PEORIA, ILL.—Fred J. Kenyon, 
formerly a partner of Kenyon-Study- 
vin Sales Service, sold his interest to 
Mr. Studyvin and opened a new store 


* of his own recently at 1808-10 Knox- 


ville Ave. He plans to add household 
refrigeration. . J. Studyvin, who 
became sole owner of Kenyon-Study- 
vin Sales Service, 200 Main St., also 
plans to add household refrigeration 
to his line. 


CLEVELAND, O.—Frank’s Refrig- 
eration & Repair, Inc., has been incor- 
porated with 100 shares of no par value 
common stock; principals are Frank 
Szekula, Marie Graham, Andrew 
Csicsely. 


TACOMA, WASH.—Livermore Elec- 
tric Co., 2511 Sixth Ave., recently an- 
nounced the opening of a new shop to 
specialize in farm and home freezer 
cabinets, residential electric heating, 
fluorescent lighting, and contract wir- 
ing. 


URBANA, ILL.—J. M. Bean Elec- 
tric Co. is occupying its new location 
at 206 W Main St. The company plans 
to sell electrical merchandise and com- 
plete service, repairs and contracting. 


GRANTS PASS, ORE.—K. C. Elec- 
tric and Refrigeration Service has 
opened at 6204 So. 6th St., specializ- 
ing in electric service and appliances. 


PROVIDENCE, R. I.—Roger Wil- 
liams Engineering Co., 153 Broad St., 
opened recently ; will handle major ap- 
liances. Partners are Raffelo Gentile, 

mberto Russo, Francis Roseppe and 
Antonio Calandrelli. 


BUFFALO, N. Y.—A business name 
has been filed here for Stein’s Home 
Appliance Center by Joseph Stein, 12 
Elmwood Ave. 


SALEM, ORE.—The Yeater Appli- 
ance Co., has opened an electrical store 
at 255 N. Liberty St. 
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WEST KELSO, WASH. — Atkins 
Electrical Service has opened at 507 
West Main St. 


KELSO, WASH.—Bullock Electric 
Co. has opened their new appliance 
store in Kelso. 


PORTLAND, ORE.—Walker-Torg- 
ler Co., for many years maintaining de- 
pendable radio service, announces their 
new location at 1227 S. W. Morrison 
St. 

LONGVIEW, WASH.—Nelson Elec- 
tric Service has opened at 1145 Com- 
merce St. with a small supply of ap- 
pliances. 


OLATHE, COLO.—D. M. Ross, for- 
merly owner of the Ross Motor Co., 
has opened a new Firestone and hard- 
ware store on Main St. He will han- 
dle a complete line of Firestone appli- 
ances after the war. 


MONTROSE, COLO.—After being in 
the hardware business in Cortez, Colo. 
with Hett Hardware & Lumber Co. 
for 17 years, Horace Retherford has 
opened his own business in Montrose 
and will handle a complete line of 
hardware and appliances. 


DURANGO, COLO.—Bill Crawley 
recently opened a new electric appliance 
and sporting goods store. 


MONTROSE, COLO.—Ira_ A. 
Owens, formerly of Cortez, Colo., has 
opened a general service and appliance 
shop on Main St., where he will do 
general service work on all domestic 
and commercial equipment. 


GLOBE, ARIZ.—Lieut. Bernard B. 
Welch, who recently received a medi- 
cal discharge from the army, is open- 
ing an electrical repair shop at 529 S. 
Third St. 


HARTFORD, CONN. — Certificates 
of incorporation were recently granted 
to The Concord Radio Corp., Hart- 
ford; capital, 1000 shares, no par value, 
commencing business, $2000. Incorpo- 
rators: Frank C. Taylor, Brooklyn, 
N. Y.; Walter Hoffman, West Orange. 
N. J.; and William A. Hamlin, 

HARTFORD, CONN.—The Radio 


Clinic, 6144 Zion St., recently received 
certificates of incorporation. 


PROVIDENCE, R. I.—Carl G, Lar- 
son and George S. Pickett, for mary 
years associated with Frigidaire 1 
Rhode Island, announce the formation 
of their own service company, the A:'- 
tomatic Refrigeration Co., 232 Centr:! 
Ave., and 9 Orlo Ave., East Prov 
dence, R. I. 


MERCHANDISING 


: 


Atkins 
at 507 


‘lectrie 
pliance 


-Torg- 
ing de- 
their 
orrison 


n Elec- 
Com- 
of ap- 


ss, for- 
or Co., 
1 hard- 
li han- 
appli- 


yeing in 
t, Colo. 
yer Co. 
rd has 
ontrose 
line of 


rawley 
»pliance 


A. 
has 
»pliance 
will do 
jomestic 


ard B. 
a medi- 
is_open- 


t §29 S. 


tificates 
granted 
, Hart- 
ir value, 
neorpo- 
rooklyn, 
Orange, 
Hamlin, 


Radio 
received 


G. Lar- 
mary 
laire in 
yrmation 


DISING 


‘ANNOUNCING BULLETIN NO. 444 


--- JUST OFF THE PRESS 


rae No. 444 will prove a val- 
uable tool in the hands of Engi- 


neers, Designers and Research Men. 
It is also a helpful, informative guide 
for Purchasing Agents. 

AtSi1Mac Ceramic Insulator 
bodies, each with its particular physical 
and electrical characteristics, are con- 
cisely described and the uses indicated. 

Typical designs taken from a roster 
of more than 25,000 distinct items are 
splendidly illustrated—in groups of 


AMERICAN LAVA 


applications covering electrical, elec- 
tronic, industrial heating, chemical, 
automotive and other fields. Property 
charts and other technical data, to- 
gether with practical information on 
manufacturing processes, are included. 

Here is valuable, authentic infor- 
mation ...the latest work on Ceramic 
insulators ...in concise, easy-to-use 
form. If you have not received your 
complimentary copy of Bulletin No. 
444, please write for it today. 


CORPORATION 


CHATTANOOGA 5, TENNESSEE 


3 
pr 
ALCO has been awarded for the . 
fifth time the Army-Navy “E”’ 
\ in quantity and quality of 
\ essential war production.” 
Cent 
Prov'- 


What about 


your plans for Peace r 


...@ message to America’s electrical 


appliance dealers... from Hobart 


“What am I going to sell?” 
“When am I going to get it?” 

These questions keep meaning 
more and more to every electrical 
applianee dealer. With the present 
pent-up,demand, selling any line 
will be easy. But lines with the 
reputation and solid, built-in 
value of KitchenAid—lines that 
build your reputation as well as 
sales—will sell best of all. (Just 
check on what war-time break- 
downs have taught your trade 
about quality.) 

So you want the KitchenAid 
line of food mixers and coffee mills 
as soon as you can get them. 
What's the story? 


Right now, much of last year’s 
optimism about early reconver- 
sion has been replaced by sober 
fact. Uncle Sam still needs all the 
munitions that Hobart precision 
production can turn out—needs, 
too, the bulk of our output of 
commercial Food Machines. His 
priorities are unquestioned by us 


all. And the manner in which his 


needs are met by Hobart is at- 
tested to by the fact that our 
Army-Navy “E” Flag bears three 
stars today—the only such in our 
industry. 


This offers you no immediate 
relief, we know—but we know too 
that you’d prefer to face facts in- 
stead of empty promises. And you 
can count on this: 

Just as soon as we get the green 
light, the full KitchenAid line will 
be back in complete production 
again. The mixers will feature the 
exclusive Thoro-Mix action, the 
same extra-powered, self-lubri- 
cated motors, the well-known 
Hobart ruggedness and dependa- 
bility. There’ll be three models, to 
fit every need. KitchenAid coffee 
mills will be produced in two. 
The whole line will be available 
through regular channels only, 
with full profit margins, of course. 

So keep in touch with your dis- 
tributor—or write the Troy office, 
if you prefer. We want to help you 
with your planning. 


A Complete Line—details announced soon 


KITCHENAID 


The Hobart Manufacturing Co., KitchenAid Division * Troy, Ohio 
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MARION, IND.—J. Kenneth Weaver 
and Homer E. Miller have ed the 
Marion Appliance Co. at 313-315 South 
Boots St., and. will handle washers, 
ironers, refrigerators, electric ranges, 
home freezers, radios, phonographs and 
other small appliances. : 


HAMPTON, ‘VA.—A charter. 
been issued to Wythe Appliance es 
Hampton to a general 
electri , athletic equipment 
and furnishing: business. 


CLEVELAND, O.—General Appli-_! 


ance Corp., Cleveland, has been incor- 
porated to engage in the appliance busi- 
ness; 250 shares, eH value; princi- 
pals, M. J. Lucci, M. R. Seidhamel 
and Ervin K. Wax. 


YOUNGSTOWN, OHIO—Park Sup- 
ply Co., 125 South Ave., Youngstown, 
O., has 0 a new store at 316. W. 
Federal 
ators and radios. Samuel Miller is 
president and general manager. 


MEMPHIS, TENN.—Lieut. 
Shobe recently retired from the navy, 
and William R. Kent will open Shobe, 
Inc., at 1095 Union as local distribu- 
tors for Zenith radios, hearing aids, 
and allied lines. 


HELENA, MONT.—Palmquist Elec- 
tric Co,, 420 N. Main St., has opened 
with a full stock of appliances. 


CENTRALIA, WASH. — Anderson 
Electric Co., specializing in appliances, 
now operates two retail outlet 
Market St., Chehalis, and 2183 N. 
Tower Ave., Centralia. 


MEMPHIS, TENN.—Bluff City Ap- 
& Storage Co., 1407 Sterick 
Bidg., has been issued a charter to en- 
gage in wholesale and a retailing of 
goods, wares, appliances, and to ope 
ate a storage warehouse. Capitalization 
$10,000; L. M. Wrape, Charles Hud- 
son, Jr., and James W. Wrape are in- 
corporators. 


STAMFORD, CONN.—City Elec- 
trical Appliances, 412 West Main St., 
received certificates of incorporation 
recently. 


STAMFORD, CONN.—Certificates 
of incorporation were issued recently 
to Electric Service Co., 40 Worth St. 


HARTFORD, CONN.—The Con- 
cord Radio Corp., received certificates 
of incorporation recently; 1000 shares 
capital stock, no par value; commenc- 
ing business : Incorporators : 
Frank C. Taylor, Brooklyn, N. Y.; 
Walter Hoffman, West Orange, N. J.; 
and William A. Hamlin, N. Y. C. 


KAMLOOPS, B. C.—New in the 
ranks of electrical firms at Kamloops, 
B. C. is the Giddens Electric Co., Ltd., 
which has been opened to engage in 
electrical contracting and the sale of 
electrical appliances. Officers are: J. 
H. Giddens, president ; Dennis Giddens 
and S. J. Humphrey, with M. G. Hall 
(formerly a partner in Hall & Young) 
as manager. 


NORTH VANCOUVER, B. C— 
Hugh N. Barclay has opened a radio 
and electric service store at 219 Lons- 
dale Ave. 


NANAIMO, B. C.—Recently opened 
in Nanaimo, B. C. is the Bell Electric 
Co.—Adam Bell, proprietor. The 
store will handle electrical contracting 
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t., and plan to sell ‘refriger-. 


COMMEMORATES 75TH ANNIVER. 
SARY—A. H, Nicoll, president, Graybar 
Electric Co., (left) and F. B. Wright, 


‘ director public relations, Western Elec- 


tric Co., examine replica of first ledger 
of Gray & Barton, parent company of 
both corporations. This document re- 
cording transactions of 1869 and 1870 
has been presented to Graybar by 
Western Electric in commemoration of 
the 75th anniversary of the founding of 
Gray & Barton. 
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and repair work and electrical main- 
tenance and motor rewinding. 


VANCOUVER, B. C.—The Ricketts- 
Sewell Electric Co., Ltd. of Vancou- 
ver, B. C. has within the past few 
months absorbed the two firms of the 
Electric Service Co. and of the Coast 
Electric Repair Company. E. N. Mar- 
latt, formerly head of the Coast Elec- 
tric, has become a partner in the 
Ricketts-Sewell Co. 


VANCOUVER, B. C.—An electrical 
repair shop has been opened in Van- 
couver, B. C. by Charles Dunn. 


PORTLAND, ORE.—Harold Kelly’s 
Appliance Center is to be the name of 
the appliance store recently opened at 
42nd and Sandy Blvd. by Harold 
Kelly. The store is ready with beauti- 
ful lighting and display fixtures for 
the as yet non-existent Bendix, Frigid- 
aire and Hotpoint appliances which 
will be represented with complete 
lines. National and Fowler water 
heaters, Zenith radio and other small 
appliances will also be included in the 
stock. 


OGDEN, UTAH—Harold and Elmer 
Johnson of Ogden, Utah, have opened 
a motor repair business under the name 
of the Johnson Electric Service Co. 
Later it is planned to sell and service 
all types of electrical appliances. 


ABBOTSFORD, B. C.—The hard- 
ware, furniture, sports goods and elec- 
trical business operated by J. S. Daly 
at Abbotsford, B. C. has been taken 
over by McLennan, McFeely & Prior, 
Ltd. Mr. Daly will continue as man- 
ager of the business. 


SEATTLE, WASH.—Charles Hess 
has resigned as utilization manager of 
the Puget Sound Power and Light Co. 
to go into business as partner in the 
Puget Sound Appliance Company, Se- 
attle. 
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i? to those who give is leadership given. It is the 


reward for serving, for being useful to humankind. Thus, for 44 


consecutive years, the Chicago Daily News has carried more Total 


Display advertising than any other Chicago newspaper— morning, 
evening or Sunday.* Advertisers have learned how abundantly 
the Daily News helps their marketing ambitions in this great 


Kelly’s Mid- West city of rich sales opportunities. And learned so well 


1ame of 
ened at 
Harold 


that they rank the Daily News as 


beauti- 
ily ws does not 
occept advertising for 


olcoholig beverages. 


which CHICAGO'S BASIC ADVERTISING MEDIUM 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 
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Attention! sales managers and engineers 


Profitable Telechron electric time, built into any radio you 
design! C40, above, for semi-automatic operation, is ideal 
for low-cost receivers. Owner pre-selects the program by 
operating a single control knob—C40 turns on the radio, also 
serves as an ideal alarm clock. Designed for panel mounting. 
Special attention to your own design requirements. Write or 
wire now for full information to Automatic Control Division, 
Warren Telechron Company, Ashland, Mass. 


Attention! RANGE sales managers and engineers 


Here in one handsome Telechron electric 12-hour clock is a 
combination of signal timer features unequaled anywhere. 
Special dial and hand alarm can be set at five-minute intervals 
up to 3% hours. Unlike ordinary spring-wound devices, with 
which it compares in price, C44 has a strong buzzer signal 
heard throughout the house—keeps up until turned off. Low 
installation cost. Telechron accuracy, dependability, long life. 
This electric timer means post-war business! It belongs 
in every modern range. Write or wire now for full information 
to Automatic Control Division, Dept. G, Warren Telechron 
Company, Ashland, Mass. 


REG. U.S. PAT. OFF. 


WARREN TELECHRON COMPANY + ASHLAND, MASSACHUSETTS 
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SOLVING THE MANPOWER PROBLEM—Here is the way Wallace W. Harrell, 


operator of an appliance business under his own name at Jackson, Ala., solved the 
manpower problem. He got himself released from the army, being over age, and 
signed up his wife to help him. As a matter of fact, his wife ran the business while 
he was away almost a year in the service and can fix an iron or other small appliance 
as well as he can. Photo shows W. W. Harrel at left, working on a refrigeration motor 
and Mrs. Harrell at right working on a small appliance. 


Recent Department 
Store Appointments 
J. L. Bradeis & Sons, Omaha, Neb., 


recently announce the appointment of 
Albert Sanow as the new buyer and 
manager of major appliance and radio 
department. 
with Wieboldt’s, Chicago. 


The C. Ludwig Bauman Co., Brook- 
lyn, N. Y., announced recently that Joe 
Cetera, with the firm for 23 years, has 
taken on new responsibilities. In addi- 
tion to buying floor coverings, Mr. 
Cetera will buy major appliances and 
housewares. 


Clarence Hanson, of the Denver Dry 
Goods Co., has been appointed divis- 
ional merchandise manager of all home 
furnishing departments, according to 
Charles A. Shinn, president. Mr. Han- 
son will merchandise refrigerators, 
stoves, radios, phonograph records, as 
well as other household merchandise. 


Eugene R. Sherman, assistant house- 
wares buyer for Wieboldt Dept. Stores, 
Chicago, has joined L. S. Donaldson 
Co., Minneapolis, as electrical appli- 
ance, housewares and paints buyer. 


Colonial Department Stores, De- 
troit, Mich. has announced the ap- 
pointment of Bernhardt Soloman, for- 
merly with May Stern, Pittsburgh, 
Pa., and most recently with Carson 
Furniture Co. of Detroit, as manager 
and buyer of the furniture, home ap- 
pliances and home furnishings depart- 
ments. 


Crowley's, Detroit, Mich., announce 
the promotion of Robert Fogel to the 
merchandising duties of the home fur- 
nishing group, which includes furniture, 
major appliances, floor coverings, ra- 
dios, etc. 


Edward Cashman of Spiegel, Inc., 
Chicago, Ill., will devote his entire time 
to buying small appliances, according 
to a recent announcement made by Earl 
O. Youngblood, general merchandise 
manager of the home furnishings 
division. 
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Mr. Sanow was formerly 


Announcement was made recently 
that I. B. Bricker has rejoined Gim- 
bel’s, Pittsburgh, to be the buyer of all 
major electrical appliances, gas ranges, 
planned kitchens and other related 
household major items, including ra- 
dios and records. 


Charles L. MacNeal has joined the 
Wolff & Marx Co. department store 
as. buyer and merchandise manager of 
appliances and house furnishings. 
Wolff & Marx plan to devote their en- 
tire sixth floor to appliances, house- 
wares, china and glassware. 


Three buyers were appointed recently 
by Conar Associates, Inc., resident 
merchandise brokers of New York 
among which were Robert Kingsburg, 
who will buy giftwares, crockery, elec- 
trical appliances and general merchan- 
dise. 


The National Department Stores 
Management Buying Corp., announces 
that Lee H. Schwartz has been named 
head of the major appliance division 
of the New York office. 


Sidney Horne has been appointed 
merchandise manager of the radio, rec- 
ords, appliances and housewares de- 
partments of Francis Rogers & Son, 
Inc., Bronx, N. Y., according to Ben- 
jamin H. Sishold, president. 


Wesley Thompson has been engaged 
as buyer for a new appliance depart- 
ment planned by Kobler & Miller Inc. 
retail furniture firm. 


Theodore E. Bedell, formerly of the 
H. B. Wason Co., Indianapolis, Ind. 
was recently appointed director of the 
Appliance and Housewares Division 
of the Albert Steiger Co. department 
store, Springfield, Mass., according to 
Wm. L. Morgan, Jr., superintendent 
of the store. 


Witcox-Gay Corp. has won, for the 
second time, the distinguished Army- 
Navy Production Award for meritori- 
ous services on the production front. 
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YOU CAN TAKE SERVICE BUSINESS 
WITHOUT DOING THE REPAIR WORK 
by using G-E Factory Service Plans 


EVEN if a scarcity of skilled repairmen has inter- 
fered with your ability to service fractional-horsepower 
motors, here’s a way to get your share of this increasing 
wartime business. 


These G-E Plans enable you to repair or replace, 
quickly, economically, and expertly, practically any 
G-E fractional-horsepower motor which has become 
inoperative, regardless of the type or make of appliance 
on which it is used. And there’s no need for you to train 
repairmen—G.E. does the work, quickly and reason- 
ebly, and you know your profit beforehand. You render 
the service without actually making the repairs. 


Investigate these simple and profitable Factory 
Service Plans. Learn how they’re helping hundreds of 
other dealers to maintain business now and to build and 
hold trade for the postwar period. Ask your distributor 
for details today. Or, just fill in and mail the coupon. 


FRACTIONAL-HP 


MOTORS 
GENERAL ELECTRIC 
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Buy all the BONDS you can— 
and keep al! you buy 


Here are the 
FACTORY SERVICE PLANS 
for G-E fractional-hp motors 


1. THE EXCHANGE PLAN— Covers the most 
commonly used types of G-E fractional- 
horsepower motors. Makes possible imme- 
diate replacement, from G-E field stocks or 
from your own buffer stock. Replacement 
motors carry the G-E new-motor warranty, 
except for finish. 


2. SPECIAL REPAIR SERVICE PLAN— Pro- 
vides for factory repair of semistandard G-E 
f-hp motors not covered by the EXCHANGE 
PLAN, at established prices. Enables you 
to make quick, accurate, on-the-spot esti- 
mates. Repaired motors carry the G-E new- 
motor warranty, except for finish. 


3. REGULAR REPAIR PLAN— Covers f-hp 
motors not included in either of the other 
two plans, except extremely old or obsolete 
models. Inspection is made at the factory, 
and a cost estimate is submitted before work 
is started. These motors also carry the G-E 
new-motor warranty, except for finish. This 
plan rounds out this G-E service and enables 
you to handle repairs on practically any G-E 
fractional-horsepower motor. 
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‘WOOD CABINET SINKS 
belong in my kitchen because I feel this im- 
portant room deserves the finest of furniture. 
There’s a warm, human feeling to wood, and 

in addition, it’s strong and long-lived. 


are my choice because my kitchen is modern, 
' and I want everything in it to be modern. To 
Fe me, steel stands for durability and sturdiness, 
| plus the ability to take years of abuse. 


L & H GETS ARMY-NAVY "E"—Men and women of A. J. Lindemann & Hoverson Co., 
Milwaukee, were awarded the Army-Navy "E" for It in production recently. 


Shown above are E. A. Lindemann, president; H. J. Berman, vice-president and works 


5 manager; Comdr. F. J. Nuber, Navy inspector; H. A. Halvorson, general sales 
ae manager; and Col. Emery E. Larson, U. S. M. C., who made the award. Manufac- 

turers of ranges, water heaters, oil stoves, heaters and ovens in peacetime, the 
company now makes anti-aircraft shells, cases for electrical control apparatus, con- 


q q g tainers for bomb parachutes etc. 


NONE © BETTER 


FULL-SCALE, NATION-wWipe radio 


HAVE You HEARD network program by General Electric 
ees Co. was announced by B. W. Bullock, 
w@ advertising manager of the appliance 


and merchandise department recently. 


Titled “The G-E House Party” the 

neds new program offers something new in 
P. M. Downinc, executive vice- udience participation broadcasts, star- 

president of Pacific Gas & Electric Co., ring Art Linkletter as master of cere- 


stcewood 466 died recently in San Francisco after ™onies, and will be heard every week- 


43 years of service with the one com- ‘ay afternoon, coast-to-coast over 
pany. His death, at 71, brings to a Columbia’s full network. This new 
close an illustrious career in public "adio program is in direct support of 
adios utility engineering and management. G-F’s appliance retailers throughout 
wea, the country as a means of preparation 
now for post-war business. 
PULL Drmecrors or Eureka Vacvum 
PLYWOOD Cleaner Co. were re-elected at their 
ouenein annual stockholders meeting held in F. W. Wakrietp Brass Co., Ver- 
ona FULL SHELF Detroit recently. Re-elected directors milion, Ohio, received their third “E” 
HARDWARE are H. W. Burritt, president, G. T. star recently for quality and volume 
CONDIMENT SHELF TOP AND BOTTOM Stevens, vice-president, K. B. Goddard, of signaling equipment produced fer 
STAINLESS E. O. Jones, A. L. Me Carthy, M. A. the Navy—only ten other plants have 
WALL-TYPE FAUCET ; = — Cudlip, F. R. Muenzen and W. C. _ received three Navy stars. 
te” WATERPROOF LONG DRAWER FOR 
AYWOOS OP. bom LICENSE TO ERECT an experimental 
POPLAR FROW BREAD BOARD A SECOND RENEWAL of the Army- television station has been granted 
wt Navy “E” Award “for meritorious Farnsworth Television & Radio Corp. 
service on the production front” has by the Federal Communications Cont 
CHROME HINGES re oy been won by the Mechanical Division mission, according to E. A. Nicholas, 
Os antiines of General Mills, Inc., according to president. Actual development and 
cnt te Harry A. Bullis, president of the com- construction of the television outlet will 
pany. be completed as rapidly as wartime 
| ADDITIONAL oe conditions permit. The new Farns- 
= worth television station, according to 
STORAGE Darius E. Peck, since 1929 vice- Mr. Nicholas wili be used solely for 
COMPARTMENT , ao president and general counsel of Gen- experimentation and research, but the 
eral Electric and a member of the listening and viewing audience in the 
company’s advisory committee, died Fort Worth area can look forward to 
d recently at Schenectady after a heart acceptable television programs based 
FAST SELLING ModELS (6 - prise attack. upon the present status of the art and 
re oe the experimental program work that 


will be conducted on the new station. 
PLANS FOR A PROFESSIONAL course in 


ALL ORDERS SHIPPED 545 electronics, emphasizing applications 
IN ROTATION RECEIVED os 60 T to television and highly developed pro- Ep Betau or ALUMINUM Goons 


duction methods in which the Philco Mfg. Co., was elected president of the 

Corp. of Philadelphia will cooperate, Housewares Club of New York for the 
Ware. Write. ad Call for Complete Catalogue were announced recently by Dr. Karl new season. Other new officers elect- 
T. Compton, president of Massachu- ed are: first vice-president, Max Sass 


*is4° setts Institute of Technology. of Hearn’s; second vice-president, M. 

Paragon Utilities Corp. ok a J. Hanrahan of Genung’s, and the fol- 

lowing directors: Bert Hardesty of 

50 Van Dam St., Brooklyn 22, N. Y. Tue E. Ineranam Co, Bristol, Frederick Loeser’s; Garson Heller of 

Conn., manufacturers of clocks and Knapp Monarch; Harold Hughes of 

PERMANENT DISPLAYS watches were notified recently by the Mutual Buying Syndicate; Dan Ness- 

N. Y. FURNITURE CHICAGO FURNITURE SAN FRANCISCO Navy Dept of the renewal of their ler of Kompass & Stoll and Harry 
EXCH, SPACE 1613 MART SPACE 1545 FURNITURE EXCH, SPACE 538 Army-Navy “E” award. Stanger of Gertz & Co. 
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Goons 
— Take a peek at post-war radio! «++ tn “tru-base”, Olympic reveals one exciting 
‘gor ate $i “| example of inspired engineering, unfettered by pre-war commitments. *=* Even a small 
a ben f modestly priced Olympic (with “tru-base”) gives forth the full richness of the whole tonal 
including all the deep, resonant bass notes. The “tru-base” system replaces . . . elec- 
ca of tronically ...the acoustic loss of “bass harmonics”, heretofore heard only in large, costly 
ghes of AVIC L S10 consoles. Only Olympic has “tru-base”. For advance details, write: 


Olympic Radio & Television, 510 Sixth Avenue, New York 11, N. Y. 


Harry 
DIVISION OF HAMILTON RADIO CORPORATION 
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20% to 40% More Heating Efficiency 


Much is being said about spectacular post- 
war innovations, most of which haven't yet 
reached the blueprint stage, and some that 
are impractical. Coroaire is an innovation 
that is a reality ...an amazing advance in 
winter air conditioning . . . a development 
of just prior to the war .. . not just the usual 
fire-pot with a new dress, but a winter air 
conditioner of entirely new, exclusive and 
PATENTED interior construction which 
gives sensational performance and almost 
unbelievable (but PROVED) economy of 
operation, without ducts. Thousands in use 
have provided many case histories of excep- 


BETTER! 


SQUEEZES 
MORE HEAT FROM YOUR FUEL 
OL 


No ducts —a “natural” for 
appliance selling organizations 


GAS OR OIL 


tional performance and low operating cost. 


The heart of any heating device is the “heat exchanger” —the part that 
makes the heat from the burner USABLE. With most heaters a cylindrical 
combustion chamber serves as a heat exchanger . . . cold air wipes it and 
becomes heated air. The PATENTED cast iron heat exchanger of Coroaire 
is composed of not just one but forty-six tubes—46 Venturi tubes. With a 
five-to-one surface-area advantage over most furnaces and heaters, Coroaire 
produces more USABLE heat. And another exclusive advantage is that the 
air forced through every one of those 46 Venturi tubes takes on a spinning 
motion (like a funnel spins a liquid) causing the heated air to penetrate 
to remote rooms and corners in a manner unequalled by any other heater. 
Coroaire provides BALANCED HEAT for 5 or 6 room houses and com- 
parable business spaces. Burners for natural, manufactured and bottled 


gases and oil. 


EXCEPTIONAL PROFIT OPPORTUNITIES 


—In Homes (New and Old) and Business Places 


As easy to install as a console radio, 
Coroaire offers appliance distributors 
and dealers unlimited sales opportuni- 
ties in small homes, old and new, and 
all kinds of business spaces. Coroaire 
is backed by one of the country’s largest 
and best known steel fabricators with 
practically unlimited resources and 


engineering and manufacturing facili- 
ties, assuring quality, advanced en- 
gineering service and deliveries. 


Desirable territories for distributors 
and dealers still open. Write or wire, 
Stating size of your organization, ex- 
perience and territory covered. 


OAIRE HEATER CORPORATION 
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DIFFERENT! 


THE HEATER THE 
PATERTED VENTURI TUBE 
MEAT EXCHANGER 


G-E BUYS KEN-RAD TUBE PLANT—Rear view of Ken-Rad tube plant at Owens- 
boro, Ky., recently purchased by General Electric along with other Ken-Rad tube 
manufacturing facilities in Huntington and Rock Port, Ind. G-E also will take over 
operation of government-owned plants at Tell City, Ind., and Bowling Green, Ky. 
where Ken-Rad has been making tubes for the government. All units are engaged 


in war work, s 


HAVE YOU HEARD ... 


Cuartes Davies announces that he 
is no longer president of the Davies 
Air Filter Corp., which has ceased to 
manufacture air filters, but is now 
specializing in industrial designing and 
product engineering, and has recently 
created a number of products in the 
low-temperature field. 


Binc Crossy is the first of the series 
of headline guest stars signed for the 
new Nash-Kelvinator music-comedy 
radio show. Crosby was “guest” on 
the opening broadcast, to be carried 
over the full Blue Network every Sun- 
day afternoon at 4:30 E.W.T. 


WESTINGHOUSE Rapio STATIONS, 
Inc., has recently taken over opera- 
tion of radio station KEX in Portland, 
Ore., Lee B. Wailes, general manager 
of Westinghouse organization has an- 
nounced. At the same time Mr. Wailes 
made known the appointment of J. B. 
Conley formerly manager of Westing- 
house stations WOWO and WGL at 
Fort Wayne, Ind., as general manager 
of KEX. 


Driver Harris Co., Harrison, N. J., 
won for the fourth time the Army- 
Navy production award for outstanding 


achievement in producing materials: 


essential to the war effort. 


A. HAcksuscH, vice-presi- 
dent, Stromberg-Carlson Co., Toronto, 
was elected vice-president of the newly 
organized Canadian Radio Technical 
Planning Board, at a meeting held re- 
cently in Montreal. Reg M. Brophy, 
of the Canadian Marconi Co., Mon- 
treal, was elected president. 


THe Statue or Liperty, world- 
known symbol of freedom, which is to 
be relighted as a victory signal when 
Germany or Japan surrenders, is 
having its lighting system modernized 
from beacon to base under the guidance 
of Samucl G. Hibben, director of 


_applied lighting, Westinghouse Elec- 
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tric & Mig Co. When the hour arrives, 
George A. Palmer, ot 
thesamonument, will switch on the 
augmented “battery of 412 giant re- 
flector lamps at the statue’s base which 
will be the signal for a victory cele- 
bration in the harbor. 


Workers or Goutps Pumps Inc., 
Seneca Falls, N. Y., received the 
Army-Navy “E” award recently. N. J. 
Gould, president, accepted the banner 
in behalf of the workers. 


William S. Gailmor, news analyst 
over WJZ, started his new broadcast 
schedule five.nights a week under the 
sponsorship of Electronic Corp. of 
America, manufacturer of ECA radios. 
Milton J. Cross delivers the com- 
mercials. 


Tue Horton Mre. Co., Fort Wayne, 
Ind. has just received its fourth consec- 
utive renewal of its Army-Navy “E” 
award, according to A. E. Askerberg, 
president. 


BrowpderR JULIAN THOMPSON, asso- 
ciate research director of RCA Labor- 
atories, Princeton, N. J., who has been 
on leave from RCA serving as an ex- 
pert consultant in the Office of the 
Secretary of War, was killed in action 
recently during a flight in an Army 
plane in the Mediterranean Theater 
while on a special mission for the 
Secretary of War, it was announced 
by the War Department. 


SHorTaGe oF Etectricity in Hol- 
land’s liberated areas is best illustrated 
by an order issued recently which limits 
the use of electric current to one 25- 
watt bulb for six-hours a day. Homes 
sheltering more than one family may 
use one 15-ywatt and one 9-watt lamp 
or, where ¥Wtree families live in one 
house, three 9-watt bulbs. The use o' 
electric heaters, irons, vacum cleaners 
and washing machines is prohibited. 


Tue Exvectric Leacue or INDIANAP 
ous, INc., recently started a practical 
non-technigal 5-week course in *Elec 
tronics”. The course is 
who wants to know how and where 
electronic equipment can be used in his 
type of business. 
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ANNOUNCING 


A NEW TYPE OF SURVEY TO HELP YOU SELL 
HOMEMAKING APPLIANCES TO WOMEN 


If you make, advertise or sell Home Appliances, this interesting 


Survey has been made for you, and you may have a copy on request. 


Suppose you could talk to 4500 women — homemakers — a cross-section of the 
U.S. A.— and find out exactly what appliances they own, what they like and 


don’t like about them, what improvements they want in their new ones. 


Suppose you learned that there are three types of women to consider when’ you 
sell home appliances—and it makes a big difference on your sales record how 


you try to sell each type. 


Wouldn’t you be able to do a better appliance selling job, a better advertising 


job, a better manufacturing job? 


Woman’s Home Companion has just completed such a survey for you—an 
intensive study of your woman’s market, not only statistically but psychologically. 
This is a new and revealing kind of consumer research which, we feel, opens 
new avenues to better salesmanship. Send for a copy of this survey while the 
limited supply lasts. Ask for “Homemaking and Appliances, a Psychological Sur- 


vey.’ There’s no charge—but use your business stationery. 


Write to: 


WOMAN’S HOME COMPANION 


250 PARK AVENUE NEW YORK 17, N. Y. 
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WHEN 
FACTORY PRODUCTION 
WON’T GO AROUND’ 


You can make capital out of a small factory output by concentrating your 
selling in the $4,496,734,000 Chicago market. Instead of spreading your 
distribution thinly throughout forty-eight states and not being important in 
any of them, you can be an outstanding success in this rich key market, 
famous for its purchases of autos, washing machines, radios, furnaces and 
other "big unit” products. 


Here is a compact market easily accessible to factory and salesmen, with 
billions of pent-up savings and celebrated for breaking sales records again 
and again. Dealer and consumer surveys reveal a tremendous backlog of 
business. Postwar purchases—new and replacement—moake certain you 
can get going quickly and can build solidly for sustained high volume. 


You can get dealer support and consumer acceptance throughout the 
entire market at one low cost through a single advertising medium—the 
Chicago Tribune. Seven days a week, the Tribune reaches the families 
in this market with a selling impact that is without equal. One out of 
every three families in 756 cities and towns of 1,000 or more population 
reads the Tribune on weekdays. On Sundays, it is practically every other 
family —at one of the lowest milline rates in the United States. 


If your factory production is going to be small during the first year or so 
after reconversion, the Chicago market merits and will reward your full 
attention and sales effort. If you can stock dealers throughout the United 
States, this market is still too big to leave wide open to competitors. For 
market facts and merchandising suggestions, call for a Tribune representative. 
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Now available for your study 

and use are the findings of a 
market-wide dealer and consumer 
investigation revealing ownership of 
automobiles and electrical 


appliances, brand preferences and 
expected buying. To get these facts, 
address C. S. Benham, Manager, 
National advertising, Chicago Tribune, 
Tribune Tower, Chicago 11, Ill. 


THE WORLD’S GREATEST NEWSPAPER 


December average net paid totol circulation: Daily, over 920,000; 
Sunday, over 1,300,000. 


FEBRUARY, 1945—ELECTRICAL MERCHANDISING 


: 
mA 
4 
: 
| ins 
e 
: 
E 
LE : 
1 
| 
| 
a. 


1g your 
ng your 
rtant in 
market, 
ces and 


Curt Yourself a Slice 
of Radio Production Line 


and guarantee delivery on your 
first radio requirements 


jout the 
ym —the 
erg Your biggest postwar problem is—deliveries. Here is a sales plan 
tnt that answers that problem by guaranteeing deliveries. 
ry other An organized sales and distribution plan makes it possible for you 
to depend on your share of the finest radios available immediately 
after civilian set production starts. 
i a “Buy your new radio Meck Radios will be sales leaders, year in and year out—from the 
from Your Radio start. You can now reserve a section of my production line and 
Dealer”—that is the t ieee 
theme of MECK ad- 
Ask your Parts Jobber today or write 
ee JOHN MECK INDUSTRIES, PLYMOUTH, INDIANA 
es and ‘ 
facts, 
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9,000; 
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A. O. Smith Corporation, 


MORE and BETTER than you might expect! Not 
just another stoker, but a major business opportun- 
ity for you. 

The SMITHway Stoker is designed to be easiest 
to sell, easiest to install, easiest to service. That’s why 
it deserves to be called America’s Outstanding Stoker. 
Engineered and produced by one of the world’s fore- 
most manufacturers, the A.O. Smith Corporation, it 
offers opportunities for profits that won’t be dissi- 


pated in future service calls. “ 


Write now for your copy of the brochure that tells 
all about the SMITHway Stoker. 


Buy an Extra War Bond This Month / 


Dept. E245 
Milwaukee 1, Wis. 


Pl end copy of brochure that tells why the 
SMITHway re te offers MORE and BETTER 


profits. 


In Canada: JOHN INGLIS CO,, Limited 


Eureka Postpones 
Appliance Production 


Eureka Vacuum Cleaner Co. notified 
its distributors recently that none of 
tle company’s expected cleaners and 
irons would be available before the 
second quarter of this year. 

George T. Stevens, vice-president of 
the company, told more than 150 dis- 
tributors at a recent company confer- 
ence in New York, that while the 
company still retains its spot authori- 
zation, their belief that appliances 
would be available in the first quarter 
“was in error.” New government con- 
tracts undertaken recently that will in- 
crease its production of control motors 
for bombers and fighter planes, pyro- 
technic signal devices and other vital 
war materials will take precedent over 
all other production. 

At the meeting a new complete 
home cleaning system was previewed. 
The new system, designed to clean 
irom “cellar to attic”, is said to light- 
en the task of housecleaning through 
utilization of many new and improved 
conveniences, which have been added 
to the cleaner units. 

The company is rebuilding its na- 
tional distributor and dealer organiza- 
tion for post-war business through a 
selective dealer plan, which is being 
expanded to handle Eureka’s broad- 
ened line of home appliances, which 
will include a new cordless iron and 
an electric garbage disposer. 


George Haag Dies 


George Haag, who with his twin 
brother Albert R., saw a machine shop 
grow into a thriving washer factory, 
died in Peoria, Ill, recently, at the 
age of 65. He had been ill since May 
11. He is survived by his wife and 
daughter Ruth Edith King of Peoria, 
Albert; and brothers Edward and 
Charles. George was a pattern maker 
in 1911 when he and his brother con- 
ceived the idea of making washers. 
Anyone who ever called on them re- 
members how both preferred working 
near thunder of machinery to office 
duties. The factory since 1942 has been 
devoted to repair. Whether manufac- 
ture of washers will be resumed at 
war’s end has not been decided. 


OLDEST SERVICE™MAN ?—Introducing 
Harry S. Gainor, who started with Kel- 
vinator when the company only had six 
employees. Today he thinks he is possi- 
bly the oldest service man on domestic 
refrigerators in the business. Among his 
Detroit customers has been Henry Ford. 
In his own home Mr. Gainor has a home 
freezer. 


FEBRUARY, 


Maintaining. 
the Trade Confidence 


Has Been Paramount in 
Our Distribution Policy 


In the future, as in the past, you can : 


count on: 
e The SAME Company Policy 
e The SAME Top Quality 
e The SAME Distribution Channels 


Easily crushes 
cubes or lumps, 
fine 


or coarse. 
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Guice-O-Mat 
The juicer that 
gets ALL the 
juice, without 
pulp, 

or seeds. 


rind-oil, 


Broil-O-Mat* 


Trade Mare 


For steaks, chops, fish or fowl. Only 
electric adjustable broiler made. 


we Opens cans of all shapes and sizes, 
leaving smooth beveled edges. 


National consumer advertising schedule 
includes: 


Ladies’ 


Home Journal 
Bride’s Magazine 
House Beautiful 
fy Parents’ Magazine 


American Home 


#Trademark Reg. U.S. Pat. Of. 


COMPANY 
KANSAS CITY MISSOURI 


FIRST with Visible Electric Broiling 
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WINDS REAK 


For A FARMSTEAD 

situated northofa 

highway ... planned so 
barnyard odors are not carried 
by prevailing winds to the house 
(left lower center) ... All units 
arranged to save steps and work, 
SuccessFUL FARMING supplies 
working blueprints on receipt 

of 10 cents per sheet. 


WIMD BREAK 


HIGHWAY 


With a picture of the factory! 


‘e». Laid out and planned for function, with regard for roads 
and rains and crosswinds, crops and convenience . . . the 
factory includes a home for a family; barn, feed lofts, silos; 
sheds, pens and shelters for the stock; wiring, pipes, drainage, 
water systems; hoists, cranes, conveyors; powered pumps, saws» 


grinders, mixers, milking mechanisms; heating, refrigerating; tractors, 


gas and oil; stock feeds and fertilizers, seeds and livestock... 


Isn't a family with a factory a better prospect for better volume sales of 


more commodities than one which merely buys for its own needs? .. . 


And a successful farm a better market per family than even the best of | 


urban families? ... Did you know that Successrut Farminc is one of the 


leading media for industrial advertising—as well as a major consumers’ 
media? Well, it is! ... With 1,150,000 of the country’s best farmers, who have the largest 
farm investments, yields, crops, cash incomes, plus the unprecedented savings from five good 
seasons .. . and the accumulated demands of three war years, SuccessruL FARMING’S 
market is too important to be overlooked in the postwar plans of any electrical merchandiser 
who wants business from the best of the national market! . . . For details, ask any office . . . 
SuccessruL New York, Chicago, 


Des Moines, Los Angeles, 


Atlanta, San Francisco mace. 


y 
nnels 
| 
“2 canoe 
© 
| 45 © © 
Fame 
trucks, passenger cars; plows, cultivators, rakes and weeders, binders, threshers, combines; h 
workshop, kitchen, churn, cream separators; wire, roofing, lumber, nails, paint, 
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“I want 


that armature rewound 
for 25-cycle duty” 


e So there! Maybe women customers won't be as 
tough as all that on the postwar appliance dealer. 
Yet it's a cinch that many of his gentler prospects 
won't go starry-eyed at mere sight of the glittering 
chrome that clothes his wares. 


e Not any more. These ladies’ war-born knowledge 
of mechanics will account for the questioning glance 
that asks, “What's inside?” 


e Does that mean that Hamilton Beach Food Mixers 
and Vacuum Cleaners will no longer be sold as 
work and time savers? Not at all. 


e The convenience of easier, better living will still 
be the punch in the product. But we intend to make 
(and to help our dealers merchandise) postwar 
products that will be delivered complete—with 
answers. 


e The first of these answers may well be a reply to 
the query, “How long has Hamilton Beach been in 
business; what did they make before the war?” 


e Our dealers are glad they have the answer, know- 
ing that Hamilton Beach has consistently produced 
quality electrical appliances for 35 years. They 
count on it to help them as predictions come thick 
and fast that the butcher, the baker, even the candle- 
stick maker, will be in the appliance business, post- 
war. Hamilton Beach Company, Division of Scovill 
Manufacturing Co., Racine, Wis. 


HAMILTON 


BENDIX RADIO PLANS FOR OH!IO—Plans for an advertising and promotional cam- 
paign to market the forthcoming Bendix radios in Cleveland and northern Ohio are 
being made by Bendix Radio sales executives and Cleveland Distributing Co., dis- 
tributors. Left to right (seated): Jack Gardner, Bendix Radio district manager; 
James Mitchell, president, Cleveland Distributing Co.; and Howard J. Shartle, general 
manager of the distributing firm. Standing: Frederick G. Miller, secretary-treasurer; 
and W. L. Marshall, sales manager of the Cleveland organization. 


DISTRIBUTORS 
APPOINTED 


Admiral Corp. 


Ross D. Siragusa, president of Ad- 
miral Corp., announces the appoint- 
ment of the following distributor of 
Admiral radios, refrigerators, home 
freezers and electric ranges: 


Tri-State Distributors, Inc., Albany, 
N. Y. 


Automatic Washer Co. 


Announcement of the following dis- 
tributors for the Automatic washer 
line is made by W. Neal Gallagher, 
president and general manager : 


Appliance Distributors, Inc., Chicago, 
il 


Bimel Co., Cincinnati, O. 

Brandon Co., Little Rock, Ark. 

J. N. Ceazan, Los Angeles, San Diego 
and San Francisco, Calif. 

Electric Fixture & Supply Co., Omaha 

Graybar Electric Co., Denver, Colo. 

Graybar Electric Co., Philadelphia 

Jenkins Music Co., Kansas City, St. 
Louis, Oklahoma City, Tulsa, Wichita. 

Kane Co., Cleveland, O. 

Luckenbach & Johnson, Inc., Allentown, 


a. 

McKay Appliance Co., Seattle & Spo- 
kane 

Monroe Hdw. Co., Monroe, La. 

Radio Equipment Co., South Bend, 
Indianapolis, Grand Rapids 

State Distributing Co., Inc., Milwaukee 

Walther Bros, New Orleans 

Montgomery & Williamson Inc., Peoria 


Bendix Home Appliances Inc. 


Announcement has been made of the 
appointment of a distributor for Bendix 
washing machines for all of Nebraska 
and the lower two tiers of lowa coun- 
ties as follows: 


Harris & Pierce, 4012 Dodge St. 
Omaha, Neb. 
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Bendix Radio Div. 
Bendix Aviation Corp. 


Announcement of key distributors 
who will handle the forthcoming line 
of AM and FM Bendix radios and 
radio-phonograph combinations was 
made recently by Leonard C. Trues- 
dell, general sales manager for home 
radio, as follows: 


The Sampson Electric Co., Chicago, Ill. 

The Miller-Jackson Co., Oklahoma City 

Youngstown Equipment Co., Boston, 
Mass. 

E. B. Latham & Co., Newark, N. J. 
Graybar Electric Co., Los Angeles, San 
Diego, Calif., and Salt Lake City 
Cleveland Distributing Co., Cleveland 
Philadelphia Electronics, Inc., Philadel- 

phia, Pa. 
Enterprise Wholesale Furniture & 
Stove Co., Kansas City, Missouri 
Schwabacher Hardware Co., Seattle, 


Wash. 
Southern Bearing & Parts Co., Char- 
lotte, N. C 


Mid-Atlantic Appliance Distributors, 
Inc., Washington, D. C. 

Loyal Distributors, Wichita, Kansas 

Newburgh Distributing Co., Newburgh, 
N. Y. 

Crest Corp., St. Louis, Mo. 

Acme Floor Coverings, Indianapolis, 


Ind. 

Florida Radio & Appliance Corp., 
Miami, Fla. 

Kelly How Thomson Co., Duluth, Minn. 


Crosley Corp. 


E. C. Brode, manager of distribu- 
tion, The Crosley Corp., announces the 
following distributors appointed re- 
cently : 


Georgia Appliance Co., Atlanta, Ga. 

Arizona Appliance Mart, Tucson and 
Phoenix, Ariz. 

Jules Alexandre, Inc. (newly formed 
company), Harrisburg, Pa. 

David Jones, Ltd., Sydney, Australia 

Moffats Ltd., Western, Ontario 


Electric Household 
Utilities Corp. 

The Hurley Machine Div. of Electric 
Household Utilities Corp., Chicago, 
Ill., announces the appointment of the 
following distributors of the complete 
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CASCO AUTOMATIC ELECTRIC HEATING PADS 


The only pads in the world 
with all these extra safety features! 


Exclusive NITE-LITE* switch to enable the 
* customer to seethe temperature reading in 
the dark without fumbling for table lamps. 


Patented 30 POSITIVE HEAT control that 
enables the temperature to be FIXED at 
any one of 30 desired heats. 


3. Genuine WETPROOF models have Castex 
vulcanized covers—laboratory-tested by 
boiling and baking. Can be used WITH 
ABSOLUTE SAFETY on wet packs. 


ob. 


WE'RE STILL A WAR FIRM. That means we're busier than 


ever. So please don't write—'phone—or wire. Just keep in 
touch with your jobber. We'll tell him when shipments are 
ready so that he can make his plans. We expect deliveries to 
be fanning out before too long to a heating pad-hungry Amer- 


ica, but the best investment for your future is still—War Bonds, 


AU TOMATIC oe HEA 


G PAD | 


NITE-LITE 


Unusual HEATING PADS 


Casco Products Corp., Bridgeport, Conn. 
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@ That's right! 1st in circulation in 
the 6th largest city. The News-Post 
is lengths ahead of any other 
paper in Baltimore —or any eve- 
ning paper in the South, for that 
matter. And it got to first place, 


not with premiums or baby-con- 


tests, or mirrors—but by giving 
Baltimoreans the kind of news 


and features Baltimoreans like! 
Put it down in the book, the News- 
Post is the best bet in Baltimore. 


altimore News-Post 


ATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


NEW ENAMEL FINISH FOR APPLIANCES—White and other colors of vitreous 
enamel can be applied to new steel without prior application of a base or ground 
coat with the new Inland Ti-Namel Steel development of Inland Steel Co. Above, 


Mary Phillips, ceramic laboratory technician, is checking 


part. 


DISTRIBUTORS 
APPOINTED 


Thor line of automatic washing ma- 
chines, automatic Gladirons and electric 
dishwashers : 


Sterling Appliance Co., Reno, Nevada 
Diehl & Lehman Appliance Co., Texas 


Estate Stove Co. 


S. C. Bernhardt, vice-president in 
charge of sales, The Estate Stove Co., 
Hamilton, Ohio, announces the ap- 
pointment of the following distributor : 


Appliance Co., Pensacola, 


Farnsworth Television & 
Radio Corp. 


Farnsworth Television & Radio 
Corp., announced the appointment of a 
distributor of their phonograph-radios, 
radios and television receiving sets in 
the east half of Michigan as follows: 


Republic Supply Corp., Detroit, Mich. 


Galvin Mfg. Corp. 


William H. Kelley, general sales 
manager of the Galvin Mfg. Corp., 
announces the appointment of the fol- 
lowing distributors for Motorola 
radios : 

— Industries, Inc., New Orleans, 


McGrew Distributing Co., Wichita, 
Kansas 
Brady Electric, Inc., Elmira, N. Y. 


Link-Belt Co. 


The appointment of a Twin City 
distributor for Link-Belt automatic 
coal stokers is announced by Link-Belt 
Co., Stoker Division, Chicago as fol- 
lows: 


Equipment Supply Co., St. Paul, Minn. 
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Radio Corp. of America 


Distributing agencies for RCA Vic- 
tor products recently announced are 
as follows: 


Radio & Appliance Distributors, Ine., 
Chattanooga, Tenn. 
George W. Onthank Co., Des Meines, 


Sentinel Radio Corp. 


Sentinel Radio Corp., Evanston, IIl., 
announces the appointment of the fol- 
lowing distributors : 


Stephens Wholesale Co., Phoenix, Ariz. 
Distributing Co., Secramente, 
E. W. Reynolds Co., San Francisco, 
Calif. 
The Parker Co., Denver, Colo. 
Knapp & Spencer Co., Sioux City, lowa 
B 3 W Distributing Co., Grand Rapids, 


ich. 
Onur, Me Motor & Supply Co., Spring- 
e 
Eastern Electrical Supply Co., Newark, 


N. J. 
Allison-Erwin Co., Goldsboro, N. C. 
The American Light Co., Inc., Zanes- 
ville, O. 
— Appliance Co., Birmingham, 


Ala. 

Fones Bros. Hardware Co., Little Rock, 
Ark. 

— & Kellogg Co., Evansville, 
Ind. 

Blish, ao & Silliman Hdw. Co., Atchi- 


son, K 

ar” Semple-Hill & Co., Minneapo- 
lis, Minn. 

Shapleigh Hdw. Co., St. Louis, Mo. 

Wright & Wilhelmy Co., Omaha, Neb. 

George Worthington Co., Cleveland, Oo. 

— Sales Co., Oklahoma City. 
Okla 

Larson Hdw. Co., Sioux Falls, S. D. 

C. M. McClung & Co., Knoxville, Tenn. 

Schoellkopf Co., Dallas, Texas 

Central Furniture & Appliance Co., 
Boonville, Miss. 

The Cavanaugh Co., 

Brown Camp Hwd. Co., Des Moines, 
lowa 

J. H. Gross & Co., Cleveland, O. 

Morrow Thomas Hdw. Co., Amarillo, 
Texas 

Shelley Elect. Co., Wichita, Kan. 

Cincinnati Oil Works, Cincinnati, O. 


ae: Electric Supply Corp., Yonkers, 


Supply Co., N. Y. 
Hinsdill Electric Co., Troy, N. Y. 
Vaeth Electric Co., Utica, N. Y. 
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THAT’S THE POINT we are currently presenting to your postwar war plans. And hold in mind, also, that Stromberg-Carlson is: 
radio prospects through more than 475,000,000 impressions in the important radio unit...the radio unit carrying real profit- 


y 


leading national magazines. opportunity ...the radio unit with easy-selling public acceptance. 
7 To you, it’s an important sales point. To your customers, it’s Activate your postwar sales around this sound and convincing 
4,0. mighty sound buying advice. For the main radio in any man’s Stromberg-Carlson sales theme. You'll find the Stromberg-Carison 
’ home should be a quality instrument —as fine as its purchaser “main radio” a consistent profit maker — whether in an outstand- 
D. can buy. And there’s nothing finer than a Stromberg-Carlson. ing table model, console, or radio-phonograph combination. 
Tenn. So hold this program in mind when reyiewing your own post- 
Co., 
0. STROMBERG- 
“a CARLSON 
arillo, 
ROCHESTER 3, NEW YORK 
Radios, Television, Telephones, 
nkers, and Sound Equipment 
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For whom? 


For families who 
read The American 
Home. They expect 
to be in the market 
for more than half 
a million vacuum 
cleaners in the first 
post-war year, 
or an average 
of 10,000 clean- 
ers every 


week! 


? That’s a lot of vacuum 
im cleaners, isn’t it? 


Sure is. But that’s because American 
Home families have an unusually 
long list of household purchases 

to be made when the needed 
items are again available. 

o Their favorite hobby is 
: home improvement, and 
when Peace comes they 
intend to give their hobby 
free rein. From cellar to 
attic, from freezing units 
to vacuum cleaners, new 
household equip- 
ment will account for 
a mighty large part 
of their postwar 
expenditures. 
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Please set aside 10,00 
Vacuum Cleaners- Eyer Wee 


Who told you that? 


American Home families themselves. 
According to a recent poll, 22% of 
the members of The American 
Home Reader-Consumer Panel 
(a representative cross-section 
of American Home readers) 
plan to buy vacuum cleaners 
within a year after V-Day, 
indicating that the 2,367,390 
families who read The 
American Home ex- 
pect to buy more 
than 520,000 clean- 
ers in that period. 


Boy, there’s a great day in store 
for vacuum cleaner dealers! 


You bet there is, with more than one out 
of five American Home families plan- 
ning to buy a cleaner soon after 
V-Day. In a single year, according 
to present indications, American 
Home families will buy ap- 
vacuum 
cleaners in San Francisco, \ 
2000 in Denver, 3000 in 
Indianapolis, 2300 in Kan- 
sas City, 7000 in Phila- 
delphia. When equip- 
ment-hungry Ameri- 
can Home families go 
to market, there’s a 
great day in store 
for vacuum cleaner 
dealers everywhere! 


FEBRUARY, 


Pendleton & Co., Shelby, N. C. 

Spetnagel Hdw. Co.. Chillicothe, O. 

George Worthington Co., Cleveland, O. 

Southern Sales Co., Oklahoma City, 
Okla. 

Royal Wholesale Co., Allentown, Pa. 

Doubleday-Hill Electric Co., Pittsburgh, 


Pa. 

Jackson Hdw. Co. Aberdeen, So. 
Dakota 

Larson Hdw. Co., Sioux Falls, So. De- 
kota 

Cc. M. Mouse & Co., Knoxville, Tenn. 

Mississippi Valley Furn. Memphis, 
Tenn. 

Stratton-Warren Hdw. Co., Memphis, 
Tenn. 


H. G. Lipscomb & Co., Nashville, 


Tenn. 
Wadel-Connally Hdw. Co., Tyler, Texas 
Corpus Christi Hdw. Co., Corpus 
Christi, Texas 
Seattle Radio Supply Inc. Seattle, 


Wash. 
Saterfield Radio Supply, Madison, Wis. 
Pritzlaff Hdw. Co., Milwaukee, 
is. 
Penton-Shepard Tire Co., Miami, Fla. 
Marsh Radio Supply Co., Milwaukee, 
Wis. 
Beck & Gregg Hdw. Co., Atlanta, Ga. 
Specialty Distributing Co., Inc., At- 
lanta, Ga. 
Moulden Dist. Co., Tuscola, Ill. 
Van Camp Hdw. Co., Indianapolis, Ind. 
W. A. L. Thompson Hdw. Co., Topeke, 


Kan. 
Ben Williamson & Co., Inc. Ashland, 


Ky. 

Stratton & Terstegge Co., Inc., Louis- 
ville, Ky. 

Interstate Electric Co., New Orleans, 


La. 
Allied Music Sales Co., Detroit, Mich. 
Lifsey Distributing Co., Flint, Mich. 
Farwell, Oznum Kirk & Co. St. Paul, 


Minn. 
E. J. Crain, Cleveland Heights, O. 


Stewart-Warner Corp. 


Stewart-Warner Corp., Chicago, Iil., 
recently announced the appointment of 
the following distributors of the com- 
pany’s radios: 


Connerly Radio Distributors, Little 
Rock, Ark. 
The Lovejoy Co., Jacksonville, Fla. 


Warren Telechron Co. 


The following appointments of au- 
thorized Telechron distributors in the 
Southern territory were announced re- 
cently by Franklin B. Davis, district 
manager : 


Carolina Electric Appliance Co., 
Charleston, S. C. 
Carolina Sales Corp., Columbia, S. C. 


Drug Mutual, Inc., Atlanta, Ga. 
Lane Drug Stores, Atlanta, Ga. 
Atlanta Economy Drug, Atlanta, Ge. 
Sharp-Horsey Hardware, Atlanta, Ga. 
Beck & Gregg Hardware, Atlanta, Ga. 


Lewis Bear Drug Co., Pensacola, Fla. 
Frank T. Budge Hardware, Miami, Fla. 
Railey-Milam Hardware, Miami, Fle. 
S. B. Hubbard Hardware, Jacksonville, 
Fla. 
Baird Hardware Co., Gainesville, Fla. 
Tampa Hardware Co., Tampa, Fla. 
Walker Drug Co., Birmingham, Ala. 
ley Hardware Co., Montgomery. 
Ala. 


Moore Handley Hardware Co., Bir 
mingham, Ala. 

R. P. McDavid & Co., Birmingham, Ala. 

Jewelry Co., Birmingham. 
Ala. 


C. M. McClung & Co., Knoxville, Tenn. 
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Take a look at the size of the 


TOMORROW" 


BATTERY 


(22% VOLT) 


Hinze IT Is—the midget battery that opens up 
new fields of opportunity in postwar radio and 
electronics. 2212 volts crammed into a space so 
small that it staggers the imagination! 
“Eveready’s” exclusive “Mini-Max” construc- 
tion makes all this possible. Actually it has 
proved a vital factor in improved communica- 
tion equipment for this mobile war. By the same 
token this revolutionary “Mini-Max” construc- 
tion will make possible radically new portable 
radio sets and other electronic devices after the 
war—sets for the personal use of an individual. 
Sets so small they will fit in a man’s vest pocket 
or a woman’s handbag. The portable radio busi- 
ness, just coming into its own before the war, 
promises to return with an even brighter future 
—aided by this midget battery. You can look for- 
ward to a new line of merchandise on your 


shelves—new customers— new business. 
Actually, the baby “Mini-Max” “B” Battery 
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in itself is an invitation to creative men to de- 
velop new devices to keep pace with it. We urge 
engineers and designers to consult us— discuss 
their ideas and problems with our engineers, 
who are ready and willing to cooperate in every 
way. The laboratories and technical staff of 
National Carbon Company are at your disposal. 


“EVEREADY” 


RADIO “B” BATTERIES 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide and Carbon Corporation 


UCC} 
General Offices: NEw YorK, N. Y. 


The trade-marks “Eveready” and “Mini-Max” distinguish products 
of National Carbon Company, Inc. 
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HOLD DOWN 


INVENTORY 


Increase 
Turnover 


Why tie up your capital in high-priced, slow-turn items—when 
the entire inventory of any supplier anywhere in the nation is 


yours within a matter of hours—when you specify Air Express. 


Yes, thousands of businessmen are finding that the routine 
use of Air Express holds down inventory of war-essentials, and 
still gives satisfactory service to customers on slow-turn items. 


Think it over, and you'll find many economical uses for Air 
Express in your business. 


Specify Air Express — Low Cost for High Speed 


25 lbs.. for instance, travels more than 500 miles for $4.38, more than 1,000 
miles for $8.75, more than 2,000 miles for $17.50, ata speed of three miles a 


minute—with cost including special pick-up and delivery in all U. S. cities 
and principal towns. (Often same-day delivery between airport towns and 
cities.) Direct service to scores of foreign countries. Rapid air-rail service 
to 25,000 off-airline points in the United States. 

Write Today for “‘Quizzical Quizz”, a booklet packed with facts that will 
help you solve many a shipping problem. Railway Express Agency, Air 


Express Division, 230 Park Avenue, New York 17. Or ask for it at any 
Airline or } ypress office. 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 


Westinghouse Electric 
& Mfg. Co. 


A new reference manual on electric 
home appliances, designed as an aid in 
teaching home economics and home 
management was recently released by 
the Home Economics Institute of 
Westinghouse Electric & Mfg. Co., 
Mansfield, O., entitled “A Reference 
Manual on Electric Home Appliances.” 

Basic information on electricity; 
how to plan its most efficient use in 
the home through adequate wiring; 
principles of modern kitchen and laun- 
dry planning; construction and opera- 
tion of 20 home appliances are ex- 
plained, including new developments 
such as the home freezer, clothes 
dryer, automatic cycle washer and 
the steam iron. 


Service Dept. Booklet 


A report by the Westinghouse ap- 
pliance service department is contained 
in a new booklet recently issued, en- 
titled “Three Years After Pearl Har- 
bor,” which graphically pictures what 
Westinghouse dealers have accom- 
plished in these three war years, and 
how it was done. 


Mullins Mfg. Corp. 


A new 24-page booklet, “The Build- 
er’s Kitchen,” receritly off the press, 
contains Youngstown Kitchen’'s first 
bid for the post-war, new homes 
market. 

“The builder’s kitchen must reduce 
costs, be easy to install, be easy to 
handle, be modern, be top quality, and 
have timed delivery,” the booklet says. 
It then proceeds to detail how Youngs- 
town steel Kitchens meet all of these 
requirements. Youngstown bases its 
sales appeal to builders on the conten- 
tion that builders can offer the buying 
public modern, steel kitchens at no 
greater cost; can cut installation and 
finishing time to the bone, and can 
have the advantage of readily accessible 
warehouse stocks in every part of the 
country. 


Woman's Home Companion 


“What 1500 Housewives Want and 
Don’t Want in Their New Electrical 
Appliances” is the title of a new 
brochure recently issued by the Trade 
Development Division of Crowell-Col- 
lier Publishing Co., publishers of 
Woman‘s Home Companion, in which 
it lists the opinions and ideas expressed 
by 1500 American housewives of more 
than average means. Eight appliances 
were analyzed and listed according to 
their relative “value-in-use” and ac- 
cording to their “needs for improve- 
ment.” Refrigerators were listed as 
first in value in use; washing machines 
second; and cleaners third. Cleaners 
were listed as the electrical appliance 
most in need of improvements; re- 
frigerators second, and washers third. 

“What the Housewife Wants in Her 
New Appliance” is also listed for 
vacuum cleaners, refrigerators, wash- 
ing machines, dishwashers, garbage 
disposal units; ironing machines; elec- 
tric irons; electric toasters; and appli- 
ance cords. 

Ada Bessie Swann, home appliance 
consultant of Woman's Home Com- 
panion, makes some suggestions to 
manufacturers interested in remedying 
present defects in appliances. 


FEBRUARY. 


‘WOULDN'T YOU LIKE TO PLAN 
YOUR NEW KITCHEN NOW? 


CENTRAL HUDSON PROMOTION — 
A \6-page newspaper insert, featuring 
post-war applications of electricity in 
the hame has been issued recently by the 
Poughkeepsie New-Yorker, in cooperation 
with the Central Hudson Gas & Electric 
Co., distributors, dealers and manufac- 
turers, in behalf of the Hudson Valley 
Home Improvement Plan, according to 
H. E. Dexter, vice-president in charge of 
commercial relations of the utility. 
Above is one of the pages featuring the 
kitchen planning service of the utility. 


General Mills, Inc. 


A pictorial booklet, entitled, “Geared 
to Your Tomorrow,” the first formal 
preview of post-war plans for the 
General Mills Mechanical Division was 
presented recently. “This book will an- 
swer some of the questions about future 
plans for the Mechanical Division,” 
said Harry A. Bullis, president of the 
company. 

Under the heading “Better Helps for 
Homemakers,” the booklet states that 
from the plant will come an entirely 
new concept of portable electric home 
appliances and home-making aids. Con- 
siderable space is devoted to the place 
of Betty Crocker and the home service 
staff in the development and testing 
of appliances, and the use of the Betty 
Crocker name as a merchandising fac- 
tor to sell and give service to pur- 
chasers of General Mills’ appliances. 

The background of the Mechanica! 
Division is outlined, including the 
reason for its development, and the 
story of how it evolved from a smal! 
shop with seven men to 1,600 men and 
women in a few years. 


Chamber of Commerce 
Booklet on Retailing 


Men and women in the armed forces 
who want to go into business for them 
selves after the war are told “what i: 
takes to be a retailer” in a pamphlet 
just issued by the Domestic Distribu 
tion Dept. of the Chamber of Com 
merce of the United States. 

The purpose of the booklet is to give 
servicemen facts about retailing and to 
encourage them insofar as their plan: 
and desires may be based upon definit: 
qualifications for the field of retailing 
It also points out some of the difficulties 
with which all retailers must contend 

Copies may be obtained by writing 
Domestic Distribution Dept., Chamber 
of Commerce, Washington, D. C. 
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THESE FIRMS ARE DISTRIBUTORS FOR AMERICA’S LARGEST 


Allentown, Pa., Bell-Clark & Company 

Atlanta, Ga., The Yancey Company, Inc. 
Baltimore, Md., David Kaufman's Sons 
Binghamton, N. Y., Southern Tier Elec. Supply Co., Inc. 
Birminghom, Alo., R. P. McDavid Co., Inc. 

Boston, Mass., Bigelow & Dowse Company 
Buffalo, N. Y., H. D. Taylor Company 

Burlington, Vt., J. S. George Supply Co. 
Charlotte, N. C., Southern Radio Corporation 
Chattanooga, Tenn., Radio & Appliance Dist., Inc. 
Chicago, Ili, Commonwealth Utilities Company 
Cincinnati, O., Ohio Appliances, Inc. 

Cleveland, O., Cleveland Radiolectric, Inc. 
Columbus, O., Ohio Appliances, Inc. 

Dallas, Texas, The Schoellkopf Appliance Co., Ltd. 
Davenport, la., G. W. Onthank Co. 

Dayton, O., Ohio Appliances, Inc. 

Denver, Colo., David C. Dodge Company 
Detroit, Mich., Republic Supply Corporation 

Des Moines, lowo, G. W. Onthank Company 

Ei Paso, Texas, Albert Mathias Company 

Fargo, N. D., Fargo Glass & Paint Co. 

Grand Rapids, Mich., State Distributing Company 
Houston, Texas, Straus-Frank Company 
Huntington, W. Va., Van Zandt Supply Company 
Indianapolis, ind., Appliance Distributors, Inc. 
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Jacksonville, Fla., C tive Co. 

Kansas City, Mo., Enterprise Wholesale Furn. & Stove Co. 

Knoxville, Tenn., C. M. McClung & Co. 

Little Rock, Ark., Holcomb Gunn, Inc. 

Los Angeles, Calif., Sues-Young Co. 

Louisville, Ky., Ewald Distributing Company 

Memphis, Tenn., Mississippi Valley Furniture Co. 

Milwaukee, Wisc., Taylor Electric Company 

Nashville, Tenn., Keith Simmons Company, Inc. 

New Haven, Conn., American Distributors, Inc. 

New Orleans, La., Modern Appliance & Supply Co., Inc. 

New York, N. Y., D. W. May Corporation 
Export—J. H. Latham 

Oklahoma City, Okla., Jenkins Wholesale Division 

Omaha, Neb., G. W. Onthank Co. 

Philadelphia, Pa., Elliott-Lewis Electrical Company 

Phoenix, Ariz., Albert Mathias Co. 

Pittsburgh, Pa., J. A. Williams Company 

Portland, Ore., Bargelt Supply 

Providence, R. |., Providence Electric Company 

Richmond, Va., Wyatt-Cornick, Inc. 

Rochester, N. Y., Bickford Brothers 

St. Louis, Mo., Stanley Distributing Company 

Salt Lake City, Utah, Refrigeration Serv. & Eng. Co. 

San Antonio, Texas, General Hotel Supply Company 

San Diego, Calif., Gough Industries, Inc. 


1945 


--one-of America 


DEALERS ...A PROTECTE 
WAITING FOR YOU AT YOUR DISTRIBUTOR’S 
(he’s listed below). SEE HIM, OR WRITE THE 
COOLERATOR COMPANY, DULUTH 1, MINNESOTA! | 


most FamOus Cartoonists 


PROFIT PLAN IS NOW 


SOLE SPECIALIST IN HOME REFRIGERATION 


San Francisco, Cal., McCormack & Co, 
Schenectady, N. Y., LeValley, 


McLeod, Kinkaid, Inc. 


Cooierator 


Seattle, Wash., Seattle Radio Supply, 
Inc. 

Sioux Falls, S. D., G. W. Onthank Co. 

Spokane, Wash., Prudential Distributors, 
Inc. 

Springfield, Mass., The Burden-Bryant Co. 

Syracuse, N. ¥., Paul Jeffrey Company 

Toledo, Ohio, Walding, Kinnan & 
Marvin Co. 

Utica, N. Y., Horrocks-Ibbotson Company 

Vincennes, Ind., Ebner Ice & Cold 
Storage Company 

Washington, D. C., May Hardware Co. 


NEW 


\ COOLERATOR COMPANY 


Duluth 1, Minnesota 


BUY WAR BONDS! 
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Buried-in 
Every States 


There Is Only 
ONE PERMAGLAS 


Zz Subterranean tests were a vital part of the 23,000 
 test-years devoted to perfecting the SMITHway 
Permaglas formula. Thousands of specimens of 
glass fused to steel were buried in soils from 
every state in the U.S.A. (and every province 
of Canada) to find the one formula cer- 
tain to resist rust and corrosion under 


any and all adverse conditions. = — 
There is no substitute for the unlimited g 
patience, and years of multitudinous 
scientific tests and research, devoted to a : 
the perfecting of Permaglas, the spark- 
ling blue, mirror-smooth, always sanitary 4 
glass fused to steel that makes SMITH- | # 
way Automatic Electric Storage Water | 7 
Heaters the easiest to sell. | 
Write for “The Inside Story of Perma- | 3 
glas” and let it help you sell... | & 


PITTS SURGH 19 CHICAGO 4 tOS ANGELES 14 
MYERNA AL DIVISION MULWAUEKEL | te 
ELECTRIC 


| 


A. O. Smith Corporation, Dept., E245H, Milwaukee 1, Wis. 
Please send “The Inside Story of Permaglas.” 


‘WATER HEATERS” 


Name... 


BUY AN EXTRA WAR BOND THIS MONTH 
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DISTRIBUTOR 
NEWS 


Provivence, R. 1.—Prdyidence Elec- 
tric Co., Inc., has been appointed ex- 
dusive distributors for Farnsworth 
radio afd television equipment; Cool- 
erator refrigerators, home and farm 
freezers ; and Seth Thomas clocks. 


Newark, N. J.—Myron Rutkin, head 
of M. Rutkin Electric Supply Co. of 
Newark, N. J. announced the forma- 
tion of an affiliate corporation—Ap- 
pliance Wholesalers, Rutkin Bldg., 
Newark, N. J.—to distribute major 
and traffic appliances, including radios 
in northern New Jersey. Appliance 
Wholesalers is capitalized at $150,000 
and is headed by Mr. Rutkin as presi- 
dent; Albert A. Eisenberg of Newark, 
treasurer. 


CHar.eston, S. C.—A new state-wide 
electric appliance wholesaling com- 
pany with headquarters at Charleston, 
S. C. has been organized by Norman 
L. Cannon and F. F, Duggan, to be 
known as the C and D. Distributing 
Co. They will handle a number of 
nationally known appliance lines in- 
cluding Gibson refrigerators, home 
freezers and electric ranges; Strom- 
berg-Carlson radios; ABC home laun- 
dry equipment and Sunbeam small 
appliances. They plan to round out 
their line with quality apliances to 
serve complete dealer needs for home 
and farm equipment. 


PHILADELPHIA, Pa.—G. Albert Rhi- 
mer, who has been engaged in the 
merchandising of household appliances 
for the last 18 years has been appointed 
sales manager of Trilling & Montague, 
Philadelphia distributors of Norge and 


G. ALBERT RHIMER 


Farnsworth product, according to 
David M. Trilling, partner in the firm. 
St. Louis, Mo.—The 2-story build- 
ing at 2832-34 Washington Ave., has 
been leased to Butler Electric Co., 
wholesale jobbers and distributors of 
electrical appliances, formerly located 
at 2944 Locust St. The new location 
contains 12,000 sq.ft. floor space and 
is being altered. 


Omanwa, Nes.—C. R. Helgesen of 
Kansas City, has been appointed man- 
ager of the appliance division of Sidles 
Co., distributors for nationally adver- 
tised lines of radios, refrigerators, 
washing machines. The Sidles Co., 
with branches throughout Nebraska, 
has headquarters in Omaha, at 502 S. 
10th St. 


Burrato, N. Y.—Ground has been 
broken for a 2-story addition to the 


A WINDOW WITH BRAINS—Lear actu- 
ator controlled by moisture switch out- 
side, automatically shuts Phis window when 
it rains. Push-button switch can also be 
used to conttol opening or closing win- 
dow by means of actuator—which is at- 
tached to the window sill of testing room 
in Piqua, Ohio, plant of Lear Inc. It can 
also be used on the regular sliding win- 
dow, skylight or transom, or other parts 
of the home for opening and closing 
doors, windows, cabinets. 


building of the Buffalo Electric Co., 
Inc., 75 W. Mohawk St. The new 
structure will be used for shipping, 
warehouse and service, according to 
Karr Parker, president of the com- 
pany. 


SavANNAH, Ga.—After almost 15 
years affiliation with General Electric 
Co., Fred A. Ray has decided to be- 
come a distributor of household appli- 
ances, radio and air conditioning equip- 
ment throughout the Savannah whole- 
sale area, as vice-president of Lindsay 


FRED A. RAY 


& Morgan Co., who have exclusive 
distributing franchises with Crosley, 
Speed Queen washers, American 
ironer, Eureka cleaners and Cordless 
irons, Diehl fans, American Kitchen 
equipment, Seth Thomas clocks and 
Proctor appliances. 


Burrato, N. Y.—Buffalo zone head- 
quarters and refrigeration supply de- 
partment of the Kelvinator Division 
of Nash-Kelvinator Corp. have been 
moved to new, enlarged quarters at 
877-879 Main St., Roland H. Davions, 
zone manager, announced. The new 
quarters contain 15,000 sq.ft. floor 
space. 


Cotumsus, O.—Ohio Appliance, Inc., 
will distribute RCA Victor radio, tele- 
vision and electronic products in 
Southwestern Ohio, announced Mark 


FEBRUARY, 1945—ELECTRICAL MERCHANDISING 


coordinating military movement 


land, sea, 


Co., 
rom- 
15 
ctric 
» be- 
ppli- 
quip- 
hole- 
dsay 
j 
Radio and electronic products built by Delco Radio are serving in every - 
theater of war . . . helping to coordinate the action of all units of the armed 
Zz forces. Good performance is essential. Dependability must be insured under 
extreme conditions of service. These characteristics are attained >through 
Delco Radio’s effective combination of engineering vision, manufacturing 
i 
__ precision. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. 
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Profits 
for You! 


More Warmth and Fuel 
Economy for Your Space 
Heater Customers 


A-P Thermostatic Temperature Controls are De- 
signed for ALL Oil-Burning Space Heaters Using 
A-P Model 240-DR or UR Manual Controls .. . 


Oil-burning space heater users need your guid- 
ance to get more heat and comfort from their fuel oil 
allotment — avoid fuel waste and overheating, pre- 
vent cold homes in the early spring. —- 


Contact all your space heater customers — win 
their continued patronage and friendship by suggest- 


ing an A-P Thermostatic Control Set for their present 
heater to conserve oil. 


SELL THIS COMPLETE SALES PACKAGE 
— EASILY INSTALLED 


The A-P Thermostatic Temperature Control Set 
is a complete sales package — including an Electric 
Conversion Top, accurate wall thermostat, transformer, 
wiring, staples and full instructions, Returns more 
than its cost in fuel savings and positive comfort 
— easy to install. 


NOW is the time to get behind this vital and profit- 
able sales promotion, Ask for bulletin and prices on 
A-P Thermostatic Heat Regulator Set No. 240-ED. 


AUTOMATIC PRODUCS COMPANY 


2400 N. THIRTY-SECOND STREET © MILWAUKEE 10, WIS. 


DEPENDABLE 


OIL CONTROLS 
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Lintner, president. They will main- 
tain sales offices, together with serv- 
ice and warehouse, in Columbus to 
serve dealers in the Columbus-Dayton 
areas, while another branch, complete 
with servicing and warehousing fa- 
cilities, has been established in Cin- 
cinnati, with Vernon Bice as vice- 
president in charge of the Cincinnati 
office. 


Mosire, Ata.—Radio Lab, a whole- 
sale radio parts house, has been opened 
in Mobile by Edwin Farver, who 
formerly operated the Radio-Record 
Shop at Prichard Ave. The latter has 
been sold to Henry Brock, formerly 
of Jesse French Piano Co. 


Los Anceres, Catir.—Western States 
Representatives, announce the estab- 
lishment of a new firm to act as manu- 
facturers representatives for lines of 
home appliances to be merchandised 
through distributors or direct to re- 
tail dealers. They will handle mer- 
chandise on commission basis, replac- 
ing the salaried factory salesman. The 
firm is composed of three men of abil- 
ity and integrity, and they plan to 
open additional offices in key cities as 
conditions warrant. 


New York, N. Y.—M. Mitchell 
Gruhn, president of Colen-Gruhn Co. 
Inc., 387 Fourth Ave., New York, has 
announced the appointment of Lt. Col. 


Harold A. Glasser as vice-president 
and general manager of the company. 
Col. Glasser recently completed his 
tour of active duty with the Army. 
Prior to entering the Army he was 
sales manager of the home appliance 
division of Bruno-New York, Ine. 
Colen-Gruhn line includes Majestic 
radio, Universal appliances, Royal 
cleaners, etc. 


CLEVELAND, O.—The Cleveland Dis- 
tributing Co., marketing appliances to 
dealers throughout northern Ohio, has 
named Howard J. Shartle as general 
manager. Mr. Shartle has served as 
regional chief of radio and radar of 


HOWARD J. SHARTLE 


WPB, and as managing director of 
the Cleveland Talking Machine Co. 
Cleveland Distributing Co. will market 
nationally advertised appliances such 
as Gibson refrigerators, Blackstone 
washers, Bendix radio receivers, Qua- 
ker oil-fired space heaters, Grand gas 
ranges. 


REACH INS 


Now available! Get your order in today! 


Model Illustrated—30 Cubic Feet 


PORCELAIN INSIDE AND OUT 


Equipped with /3 H.P. Universal Compressor 
Other Models 17 to 72 cubic feet 


Send for Folder No. 3 
MODERN APPLIANCE CO. 


1355 Market St., San Francisco 3, California 


Those attending Market Week (S.F.) Feb. Sth to 10th 
See our display at the Merchandise Mart 
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_ “THE MAGIC WINGS OF RADIO”— 
a fitting title for postwar Trav-Ler Radios! 
So yibrantly alive, so sensitive to shades 
of tone that /istening is like traveling in a 
flash from your armchair to a studio seat. 
In both AM and FM radios, Trav-Ler is wing- 
ing its way to new heights of tonal fidelity 
and cabinet design, at down-to-earth prices. 


Future-minded dealers and jobbers 


are invited to write. 
15 TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION 


1034 W. Van Buren Street, Chicago 7, Illinois 


mre Bing Crosby, Kraft Music Hall, NBC 


~RECORD PLAYERS 
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Cross section of 
Inconel sheathed 
tube shows how 
Chromalox de- 
sign provides 
maximum contact surface, rigidly 
maintained. This means better 
cooking for longer time at 
lower cost for your Chromalox 
customers. 


Chromalox Tubular Range units 
have been tested and approved in 
the most exacting laboratories in 
the world—the kitchens of Amer- 
ica! Before the war, 30,000 ranges 
were equipped. 
Famous Chromelox Tubulars will soon 
again be available. 
Chromolox Superspeed and Heatflo—to fit 
any range—are available now. 
EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh 8, Pa. 


PAGE 144 


DISTRIBUTOR 
NEWS | 


Provipence, R. I.—R. U. Lynch, Inc., 
newly organized electrical supply 
house in Providence will handle the 
Bendix line of washers, the Ironrite 
line and Norge refrigerators. 


Dayton, O.—Hughes-Peters, Inc., 
Columbus, O., is planning to open a 
complete distributing branch in Day- 
ton, @. James H. Gooley, with the 
organization since 1920, is in charge 
of sales promotion department. 


Los ANGELEs, CatiF.—A new partner- 
ship consisting of Wendell J. Kinney 
and Roland T. Kinney, to be known as 
Kinney Brothers, was formed recently 
in Los Angeles forthe purpose of dis- 
tributing appliances throughout South- 
ern California and the Pacific Coast. 
J. L. Hargrove is sales manager of 
the new company. Lines to be handled 
will be headed by Stewart-Warner 
radio; other appliances shortly to be 
announced. 


Huntincton, W. Va—The Van 
Zandt Supply Co., recently appointed 
distributors of RCA Victor records, 
phonographs, tubes and accessories, 
announced the appointment of J. H. 
Hoylman, Jr. as manager of their 
RCA Victor and Bluebird record de- 
partment. Mr. Hoylman was honor- 
ably discharged from the Marine 
Corp, and before that was associated 
with Parris-Huffman & Co., Charles- 
ton, W. Va. 


Cuicaco, Itt.—Walker-Jimieson, Inc., 
was recently appointed distributor of 
Operadio equipment in the Chicago 
area. 


Houston, Tex.—The Texas Farm 
Supply Co., Houston, in addition to 
their retail business, has entered the 
appliance field with their appointment 
as distributors of Sonora radios and 
Duchess washers, according to M. V. 
Burdette, Jr., co-owner and manager 
of the company. The Texas Farm 
Supply Co., plans to serve as whole- 
salers exclusively in the appliance 
field. Their retail business is in 
leather goods, farm hardware, etc. 


Cuicaco, Itt.—Hyland Electrical 
Supply Co., Chicago, Ill, announced 
the appointment of Willard Swaab, 
who has been associated with them in 
the merchandising department for 
many years, to sales manager of the 
appliance and merchandising division. 


Los Anceres, Catir.—Listenwalter & 
Gough, -Ine., started its 33rd year in 
business under the name of Gough 
Industries, Inc., effective January 1, 
1945. The new name, according to 
P. G. Gough, president, is being 
adopted to accommodate the many 
new departments which have been 
added in recent years, The change in 
name does not involve any change in 
ownership and management, Officers 
of company remain the same. 


Denver, Coro.—Simpson Marcus re- 
signed -recently from The May .De- 
partment Store in Denver, where he 
has been associated for several years 
as buyer of several departments, to 
enter business for himself as whole- 
saler and distributor of appliances of 
all types under the name General Sales 
Co., with offices in the Colorado Na- 
tional Bank Bldg., Denver, Colo. 
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RoANokE, VA.—Cormell-Priddy, Inc, 
425 E. Campbell Ave., Roanoke, Va, 
recently was formed to distribute elec. 
trical appliances. L. C. Priddy, presi- 
dent of the new firm has had 22 years’ 
wholesale and retail experience, and 
Mr. Cormell, secretary-treasurer has 
been in the business for 24 years. They 
have been appointed distributors of 
Royal vacuum cleaners in the Roan- 
oke trading area, according to a re- 
cent announcement by N. J. McLeod, 
director of sales for P. A. Geier Co, 
Cleveland. 


PortLanp, Ore.—The F. B. Connelly 
Co. of Seattle, announce the formation 
of a new company to be known as the 
F. B. Connelly Co. of Oregon. Offices, 
digplay rooms and warehouses will be 
lo€ated at 1233 N. W. 12th St., Port- 
land, with Wm. L. Bowden as vice- 


WILLIAM L. BOWDEN 


president and manager. They will 
distribute such nationally known prod- 
ucts as Norge refrigerators, ranges, 
washers and oil heaters; Majestic 
radios; National water heaters; Meal- 
master ranges, as well as a general 
line of table appliances. 


Burrato, N. Y.—The General Elec- 
tric Supply Corp. has acquired a 4-story 
building at 960 Busti Ave. from the 
Buffalo Niagara Electric Corp. and 
will move into the new location from 
its present quarters at 151 West Mo- 
hawk St. 


St. Louis, Mo—A proposed $35,000 
building to house wholesale and dis- 
tribution of electrical appliances and 
radio parts has been planned by the 
Roehr Distributing Co., and will be 
erected at 2718 Locust St. This new 
building will permit Roehr Co. to ex- 
pand almost 75 percent, company of- 
ficials said. 


BurraLo, N. Y.—Warren F. Hardy 
has been appointed sales manager of 
the Radio Equipment Corp., 326 Elm 
St. He formerly was identified with 
Buffalo Broadcasting Corp. and later 
was with the sales division of the Buf- 
falo branch of Remington Rand. In 
his new post, he will supervise the sale 
of Emerson radios and other radio- 
tronic equipment. 


SeattLE, WasH. — Harper-Megee, 
Inc., Northwest distributors for the 
Estate Stove Co. and other lines such 
aS "RCA, Bendix, Kelvinator, Leon- 


ard, Eureka, Speed Queen, and 


Fowler, has recently appointed Thad 
Roberts as manager of the stove divi- 
sion with headquarters in Portland, 
Ore. Mr. Roberts was for twelve 
years general sales manager of tlic 
Washington Stove Works, Inc. and 
more recently has been stove rationing 
officer with the OPA in that region. 
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tauritz Melchior's Great Per- 
formance as “Tristan” is Reproduced 
By The Meissner 


The entire party moved toward the ma- 
Jestic figure in the doorway with cheery 
congratulations. 

_It was Lauritz Melchior, bearer of the 
title “‘Kammersanger,”—singer to the 
Royal Court of Denmark. Tonight he 
had appeared for the 2ooth time in the 
tle of “Tristan.” 

Suddenly the hum of conversation 
stopped, for within the room sounded 
the first strains of the famous “Love 
Duet” from “Tristan.” 

“A recording?” Melchior asked in- 
tredulously, “with such tone?” And 
as the stirring voice of Tristan lifted 
above the music, he sank spellbound 
into a nearby chair. 

= = 
This was the Meissner electronic radio- 


Shares 


phonograph, and Melchior’s introduc- 
tion to it had been arranged for this 
anniversary of his 200th performance 
as “Tristan.” 


Minutes later as the first record neared 
its end, Melchior began to rise, but as 
the Meissner’s automatic record changer 
gently lifted the record, reversed it and 
replaced it in playing position, he re- 
sumed his chair, intent on the wizardry 
of this ingenious device. 


Now he marveled again at the faithful 
reproduction of a// the tones. Often, 
many of them had been “missing ele- 
ments.” 


“For me, this is a truly great anni- 
versary,” he said. “Tonight’s celebra- 
tion should be shared with the people 
who worked to build this instrument.” 


So Lauritz Melchior added his praises 
of the Meissner to those of other artists. 


a Gumph 


Today only one such instrument ex- 
ists. Appropriately it is on loan “for 
the duration” to the high school of 
Meissner’s home community. 

With your own |uxurious postwar 
Meissner, you will be able to play for two 
hours without touching a record. You 
will have Super Shortwave, FM, and a 
host of other advancements now being 
engineered for our armed forces. 


Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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fer lomornrows 
MEISSVER 
RADIO- 
PHONOGRAPH 
DEALERS 


Exxctusive dealer franchises for 
the Meissner electronic radio- 
phonograph are available for most 
communities — NOW. 


The men who will hold these deal- 
er franchises have already built a 
reputation with a clientele that 
demands quality in any product. 
They have the financial strength, 
the facilities and the ability to sell 
a product like the Meissner. They 
welcome the opportunity to add 
to their own reputation for qual- 
ity, integrity and leadership by 
association with Meissner. 

To these men, Meissner offers an 
instrument that has astounded 
the world’s greatest musicians by 
its performance. An advertising 
campaign that is now reaching 
millions of readers and is building 
a great backlog of postwar cus- 
tomers. And a group of immediate 
prospects who have-shown their 
interest in the Meissner by re- 
sponding to advertisements like 
that reproduced on the opposite 
page. Many of them ask, “‘Where 
can we buy a Meissner after 
Victory?” 

This ready-made market is wait- 
ing for you. If you meet the re- 
quirements outlined above, write 
to our Chicago office today. An 
executive of our company will 
contact you at the earliest possi- 
ble opportunity. 


METSSVER 


MANUFACTURING COMPANY + MT, CARMEL, 


Please Address Your Inquiries 
to Chicago Office 


1629-A PALMOLIVE BLDG. 
CHICAGO, ILLINOIS 
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before rayon 


VOSS WASHERS 
were best for delicate fabrics 


Way back in 1876, nine years before Sir Joseph 
Swan discovered the first “artificial silk”, house- 
wives all over the United States were discover- 
ing that Voss Washing Machines were gentle 
and kind to their finest fabrics. Today, as the 
only washing machine with double-acting “suds 
washing”, rayons, silks nylons will live 
longer when washed in a Voss Washer. To- 
morrow’s post-war Voss—with exclusive Voss 
features, such as the “Electro-Safe” Wringer 
(the world’s safest) and gentle, fast, top suds 
washing — will be more popular ever. 
That's why hundreds of smart dealers are plac- 
ing their post-war orders now for Voss Washers. 


_ VOSS BROS. MFG. Co. 


AWERMPORT . . 1OWA 


Always a “natural” for electri- 
cal store merchandising, de- 
mand for this product has been 
accelerated by tremendous in- 
terest in the nationally adver- 
tised $5,000 prize slogan 
contest. 


Ask for "VS-39” Deal 
ASK YOUR WHOLESALER - OR 


NEWA Appliance 
Group Activities 


The first progress report of the new 
Appliance Division of the National 
Electrical Wholesalers Association, or- 
ganized at the April 1944 Convention 
in Chicago, has been released by E. B. 
Ingraham, chairman of the Appliance 
Division. 

Approximately 160 new members 
have been added to the Appliance Di- 
vision, bringing the membership of 
NEWA up to about 750. 


Committees Appointed 


Committees to study industry prob- 
lems have been appointed, among them 
the Warranties, Service and Repair 
Parts Committee to study repair and 
service problems; the Time Payment 
Financing Committee to study the ef- 
fects of Regulation W on post-war 
appliance sales; and F. H. A.’s pro- 
gram of including major appliances 
under their 20-year insured mortgage 
loans, also the possibility of F. H. A. 
extending its policy to include replace- 
ment of wornout or obsolete appli- 
ances; the Publicity, Sales Promotion 
and Sales Training Committee to study 
sales training needs for wholesale and 
retail organizations in urban and rural 
areas. 

Other subjects of interest, such as 
advertising to counteract “dream-type” 
advertising being done by some manu- 
facturers; the subject of affixing in- 
formation tags on all appliances to aid 
consumers in proper care and use of 
appliances; store arrangement; and 
salesmen’s compensation methods are 
also being investigated. 


A special NEWA Appliance Divi- 
sion Newsletter is published periodi- 
cally, containing information and news 
currently affecting the appliance in- 
dustry. 

Robert Hill, director of the Appli- 
ance Division, has developed details of 
a plan for the operation of the entire 
electrical industry in the Veterans’ Re- 
employment Program. This plan has 
been submitted to the manufacturers, 
utilities, wholesalers and approximately 
110 electrical leagues, clubs and asso- 
ciations. Syndicated window and coun- 
ter cards and application blanks for 
prospective employees have been pre- 
pared and offered on actual cost-of- 
printing basis. Briefly summarized, this 
plan consists of four steps: 1. To de- 
velop local industry cooperation; 2. To 
create interest of those seeking jobs 
by providing opportunities for expe- 
rienced veterans to find jobs suited to 
their training; 3. To arrange equitable 
distribution throughout the industry of 
applicants for employment; and 4. To 
exchange personnel information and 
data among local activities. 


EE] Commercial 
Meeting Cancelled 


In cooperation with the recent re- 
quest of the Government that no con- 
ferences be held where over 50 people 
are present, unless essential to the 
furthering of the war effort, the An- 
nual Commercial Conference of Edison 
Electric Institute has been cancelled. 
It has been previously announced for 
March 26-29, 1945 at Edgewater 
Beach Hotel, Chicago, Illinois. 


Open the way to stepped-up production 
with high-frequency induction heating 


Here is your answer to production problems in metal working—a technique of applying 
high-frequency current to give rapid, localized, intensive heat . . . quickly, easily ... 
and economically. Now all the material you need on theory, practice, and application 
has been gathered together in one convenient and comprehensive book—ideal both as an 
introduction to the possibilities of induction heating, and as a ready reference handbook 
of design and procedure. 


Just Published! 


HIGH-FREQUENCY 
INDUCTION HEATING 


By FRANK W. CURTIS 
Consulting Engineer, Springfield, Mass. 
235 pages, x 81%, 249 illustrations, $2.75 
Written by a specialist in the field, this book gives a clear 
and thorough understanding of the practical techniques of 
this stream-lined method of heating metals . . . explains the 


at 


“ 


Te fundamental electrical principles involved . . . defines its 

‘ 
| : eager range and scope .. . describes construction design of 
oe OO induction-heating coils . . . discusses in detail 
tes ae many applications of induction heating to specific 
= Contents heating problems . . . and discusses the marked 


. Principles of Induction Heating 


Types of Induction-Heating Equip- 
ment 


Design of Induction-Heating Coils 
. Brazing, Soldering, and Joining 
Hardening and Heat-treating 

. Fixtures for Induction Heating 


. Miscellaneous Induction-Heating 
Applications 


effect the technique will have on manufacturing 
methods and future constructional design. 


See it 10 days on-approval 


Send this McGRAW-HILL coupon! 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 18 
Send me Curtis’ High-Frequency Induction Heating for 
10 days’ examination on approval. In 10 days I will send 


NAWAW Ne 


8. Designing for Induction Heating $2.75, plus few cents postage, or return book postpaid. 
9. Dielectric Heating (Postage paid on cash orders.) 

How to get top heat in a matter of 
seconds . . . place that heat precisely 
where you want get extra hard- 
ao cleaning or straightening operations EM 2-45 


afterwards—and all this at lower pro- 


, (Books sent on apporval in the U. S. ently) 
duction cost! 
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A few years back, when new car 
production was stopped, sales rationed, and no one knew 
what next to expect, we continued to extend our full 
regular financing service. In addition, as unusual con- 
ditions arose to present new problems, we created special 
plans to meet them... plans that were employed and 
appreciated by dealers from Maine to Texas and across 
the country. 


When war time restrictions are eased, and new 
cars begin to roll from the assembly lines, we'll still 
be in there pitching and backing you up. - 


The kind of service we have maintained through 
wars and depressions . . . through the unprecedented 
period of non-production and rationed sales... is the 
kind we will continue to give you, on an even bigger 


and better scale, from now on. 


‘COMMERCIAL CREDIT COMPANY 


Credit Bankers to America’s Families for 33 Years 
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We are proud to present this group of high-powered Spe- 
cialty Distributors—each a leader in his marketing area— 
whe now handle the distribution of Grand Gas Ranges. 


Alabama-Florida Distributing Company, Birmingham, Ala 
American Sales Company, Colambus, Obio 
American Sales Company, Dayton, Ohio 

ars Distributing Company, Newark, N. J. 

Artophone Corporation, St. Louis, Mo. 

Bickford Brothers Company, Rochester, N. Y. 
Billings Hardware Company, Billings, Montana 
Buhl Sons Company, Detroit, Michigan 
Cleveland Distributing Company, Cleveland, Ohio 
Columbia Wholesalers, Inc., Washington, D. C. 
Dulaney Distributing Company, Oklahoma City, Oklahoma 
Eskew, Smith & Cannon, Charleston, West Virginia 
Federal Distributing Company, Kansas City, Missouri 
Federal Distributing Company, Wichita, Kansas 

1. Feldman Company, Providence, Rhode Island 
Flint Distributing Company, Salt Lake City, Utah 
Gerlinger Equipment Company, Toledo, Obio 
Griffith Distributing Company, Cincinnati, Obio 
Griffith Distributing Company, Indianapolis, Indiana 
Holcomb Gunn, Inc., Little Rock, Arkansas 
Henzel-Powers, Inc., Albany, New York 

Kentworth Corporation, Lowisville, Kentucky 
Listenwalter & Gough, Inc., Los Angeles, California 
Major Appliance Company, Omaha, Nebraska 

McClain Distributing Company, Charlotte, North Carolina 
McDonald Brothers, Memphis, Tennessee 

Morris Distributing Company, Syracuse, New York 
Morris Distributing Company, Binghamton, New York 
Morrow-Thomas Hardware Company, Amarillo, Texas 
Motor Power Equipment Co., St. Paul, Minnesota 
Mullin Furniture & Appliance, Dodge City, Kansas 
Northeastern Distributors, Inc., Boston, Mass. 

Radio City Distributing Company, Dallas, Texas 
Radio & Appliance Distributing Company, Denver, Colorado 
Radio Specialty Company, Milwaukee, Wisconsin 
Radio Specialty Corporation, New Orledns, La. 

Raub Supply Company, Lancaster, Pennsylvania 

Raub Supply Company, Harrisburg, Pennsylvania 
Roskin Brothers, Inc., Middletown, New York 

Roskin Distributors, Inc., Hartford, Connecticut 

A. A. Schneiderhahn Company, Des Moines, lowa 
Southern Equipment Company, San Antonio, Texas 
Joseph Strauss, Inc., Buffalo, New York 

The Switz Company, Evansville, Indiana 

Thompson & Holmes, Ltd., San Francisco, California 

Times Appliance Co., Inc., New York, N. Y. 

Wakem & Whipple, Inc., Chicago, Illinois 

W. G. Walz Company, E/ Paso, Texas 

W. G. Walz Company, Phoenix, Arizona 

The Wayne Hardware Company, Fort Wayne, Indiana 
J. A. White Distributing Company, Grand Rapids, Michigan 
J. A. Williams Company, Pittsburgh, Pennsylvania 
Young Brothers, Erie, Pennsylvania 

The Yancey Company, Inc., Atlanta, Georgia 

Jos. M. Zamoiski Company, Baltimore, Maryland 


WHEN PEACE comes, it witt 


ANCE COMPANY « CLEVELAND, OHIO 


Industry Tops ‘43 
Production Record 


The electrical manufacturing indus- 
try’s production index for 1944 topped 
by five percent the all-time record out- 
put of '43—despite the fact that ten- 
month indices for all industries showed 
a one percent decline, W. J. Donald, 
managing director of the National 
Electrical Manufacturers Association, 
announced recently. 

For the first time in the industry’s 
history, production of non-electrical 
products accounted for a sizeable per- 
centage of the total, approximately one- 
quarter, Mr. Donald said. 


Nine Billion Volume 


Electrical manufacturers produced 
approximately nine billion dollars 
worth of products during 1944, Mr. 
Donald continued. The biggest gain 
in the electrical field was in signalling 
and communications equipment, he de- 
clared. Other increases noted were in 
illuminating equipment, insulating 
materials, and X-ray and therapeutic 
apparatus. 

The output of industrial apparatus, 
wire and cable and transmission and 
distribution equipment continued steady 
with the 1943 record. 

Appliance sales, already near bed- 
rock, showed a still further dip, Mr. 
Donald said. There was a 50 per cent 
drop in sales of major appliances such 
as refrigerators, washing machines, 
vacuum cleaners, ranges and water 
heaters—and this reduction offset the 
slight gain in sales of the small appli- 
ances. Sales of refrigerators, washing 
machines and ironers continued to come 
from prewar stocks. 


The 1944 sales of appliances, and 
their production, were limited pri- 
marily to meet requirements of the 
armed forces, lend-lease and other 
government agencies, and the most 
essential civilian needs. In connection 
with civilian needs, Mr. Donald noted 
relaxation of government restrictions 
to permit production of a limited num- 
ber of electric irons. There was a ten 
percent drop in sales of electrical 
building equipment and supplies, such 
as fuses, wiring devices, knife switches 
and outlet boxes. 


Replacements 


“As the exigencies of war disappear, 
electrical manufacturers will begin to 
take care of replacements for worn-out 
apparatus and appliances—also supply- 
ing the tremendous demands that will 
be attendant to the expected post-war 
building boom,” Mr. Donald stressed in 
conclusion, adding that “these factors, 
as well as development of new pro- 
ducts and continuation of promotion 
programs, make the future for the in- 
dustry seem bright.” 


American Home Survey 


Report Number 7 ‘of The American 
Home Reader-Consumer Panel, con- 
taining a summary of homemakers’ 
opinions on 30 questions revealed that 
slightly more than one-third of the 
Panel home have electric door chimes, 
and of the respondents who do not have 
door chimes, 55 percent intend to buy 
them. The average price paid by the 
one-third owning door chimes was 


$8.72. 


THE STANDARD ter 


ELECTRICALLY LIGHTED WALL SWITCH PLATE 


ALWAYS ON 


Makes light switch — 
easy to see in dark 


ALWAYS OFF when lights are i: 


SAFETY - CONVENIENCE - NOVELTY 


A Fast-Selling Item of Universal Appeal 


A beautifully molded plastic switch plate featuring a tiny electric 
light that comes on automatically when room lights are turned out! 
Eliminates fumbling for switch in dark, ends fingermarking of walls. 
and produces soft, subdued “safety” glow that shows location of 
furniture and room walls. Also indicates when lights remote from 
switch (porch, basement, stairway) have been inadvertently left on. 


Operates for less than 2¢ per 


year! Works perfectly on 3- and 


4-way switch arrangements. Multiple-switch plate assemblies avail- 
able. Fits standard switch; very easy to install. Available NOW— 
order today for good delivery position. 


MERCHANDISE HELPS! Beautiful, 


ad mats, caveiene, stuffers, photo 
tials provided. tite for ‘samples 


full-color display cards, newspaper 


ASSOCIATED PROJECTS CO., 74 E. Long St., Columbus 15, Ohio 
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Selling Idea 


FOREWORD: As spokesmen for the 20 
manufacturers of gas ranges bearing 
the “CP” Seal, it is our privilege to 
inform the industry and the trade re- 
garding certain postwar plans now on 
the way. We urge you to read every 
word of the following statement. 


“CP” Executive Committee, Association of 
Gas Appliance & Equipment Manufacturers. 


* * * + * 


O THE consumer, the word “‘postwar”’ has 

come to mean promised miracles; prod- 
ucts turned out by millions, at fabulously 
low prices, on speeded-up reconverted 
war-production plant assembly lines. 


Shadowless lamps that need no outlets. 
Remote-control gadgets that cook food at 
the table before your eyes. Completely 
equipped air-conditioned homes that sell 
under $5,000. Heatless light and lightless 
heat. Everything a super-duper dream. 


Some of these dream gadgets will be turned 
out—many of them made out of new un- 
tried materials, with little or no prewar 
manufacturing experience, sales ‘‘know- 
how” or field tests behind them. 


The only question is: How well will they work? 


+ * * * * 


It was to answer this self-same question 
that the famous ‘“‘CP”’ Seal was born. 


Long before this war, a group of gas range 
manufacturers took a long, long look at 
what the rest of the industry was selling. 
They did not like what they saw. 


Quality was slithering down. Sales were 
falling off. Housewives were judging all 
gas ranges by price and price alone. 
The gas range business was getting nowhere — fast. 


With the help of housewives, gas industry 
home economists and engineers, and of 
designers and cooking experts, this group 
of manufacturers laid out specifications 
for a new kind of gas range and a new kind 
of selling procedure—identified by the 
‘‘CP”’ Seal—a product and a selling procedure 
which leading merchandisers call the soundest 
selling idea in major appliance history. 


Three years before Pearl Harbor, these 
manufacturers put gas ranges built to 


these new high standards into production, 
and this new kind of selling flan into 
operation. 

* + + * * 


The “CP” program brought remarkable 
results. It showed every retail appliance dealer 


Soundest Postwar 
ajor Appliance History: 


field offers such a selling tool for you, 
such a buying guide for the consumer, 
such an act of leadership for the ap- 
pliance industry. 


No other program in the major appliance field 
offers you such enormous potentialities for sound, 


in U.S. and Canada what tremendous things 


prohtable selling. 


products built to the highest uniform standards 
can do for sales and profits. 


Look what happened! In three short years, 
sales of oven heat controlled gas ranges in- 
creased 141° as consumers started judg- 
ing all ranges by ‘‘CP”’ standards. Sales of 
all gas ranges were lifted to an all-time high. 


No wonder it got dealers and consumers 
excited! Here, for the first time, in major 
appliance history was a certified buying 
guide—a standard by which all cooking 
appliances could be judged. 


* * * * * 


What is this idea represented by the 

“CP”’ Seal? 
Only gas ranges built to the highest specif- 
cations bear the ‘“‘CP”’ Seal in addition 
to their own famous brand names. 
The “CP” Seal is the trademark of 
the Association of Gas Appliance & 
Equipment Manufacturers. 


To produce the revolutionary specifications 
for these finest possible cooking appli- 
ances, leading gas range manufac- 
turers, together with the gas industry’s 
best engineers and home economists, 
leading designers and nutritional ex- 
perts and housewives pool all their 
know-how, all their experience, all 
their ideas. 


But that’s not all. The “‘CP” Seal represents 
consumer protection. Gas ranges bearing 
this famous Seal are pre-tested by 
world-famous laboratories to make 
sure they meet the “CP” specifi- 
cations. 


The best and most advanced features of all 
cooking appliances are combined in gas 
ranges built to ‘‘CP” specifications. These 


are the finest cooking appliances it is 
possible to build. 


No other program in the major appliance 


* * * * * 


Now, see for yourself exactly what tre- 
mendous sales volume the “‘CP”’ Program 
offers you: 


—At least 2 out of 3 of the ranges in 
your town are 10 years or more old, 
and ready for immediate replacement. 


—Most women never saw a modern gas 
range—don’t know what it can mean 
in added leisure and added economy. 


—A hard hitting $12,000,000 gas in- 
dustry promotion program is telling 
them and pre-selling them for you. 


—MOST IMPORTANT: Every one of 
these war-wise women is looking for 
quality, performance, and reliability 
at low first and low upkeep cost. That 
is another reason why the ‘‘CP’’ 
Seal will be the most important 
and most easily sold "ate guide 
you ever had. — 


Don’t take our word for it. Ask any merchandiser. 


* * * * * 


Here is the biggest postwar opportunity 
in the appliance business. It is ready to 
go the minute “CP” ranges are on your 
floor. Already powerful and hard hitting 
magazine, direct mail and newspaper 
advertising is pre-selling your customers. 
In the works now is a complete dealer's kit 


showing you how to tie in and cash in with the 
soundest selling idea in major appliance history. 


Get your name on our list for your big 
1945 “CP” dealer kit, and learn how you 
can plan to sell 2 out of 3 women with the 
soundest selling idea you ever saw. 


For complete information on gas 
ranges bearing the “CP” Seal, and 
for the new 1945 “CP” Kit, write or 
wire the Association of Gas Appliance 
& Equipment Manufacturers, 60 East 
42nd Street, New York 17,N.Y. 


Gas Ranges Bearing The “CP” Seal Will Be Made By The Following Manufacturers: 


A-B STOVES, INC. 

AMERICAN STOVE CO. 
CALORIC GAS STOVE WORKS 
CRIBBEN & SEXTON CO. 
DETROIT-MICHIGAN STOVE CO. 


THE ESTATE STOVE CO. 
GLENWOOD RANGE CO. 
JAMES GRAHAM MFG. CO. 
GRAND HOME APPLIANCE CO. 
HARDWICK STOVE CO. 


O’KEEFE & MERRITT CO. ° 


GEO. D. ROPER CORP. 


A. J. LINDEMANN & HOVERSON CO. 
ROBERTS & MANDER STOVE CO. 


STANDARD GAS EQUIPMENT CORP. 


THE TAPPAN STOVE CO. 

WESTERN STOVE CO., INC. 

In Canada: CLARE BROS. & CO., LTD. 
GURNEY FOUNDRY CO., LTD. 
MOFFATS, LTD. 
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For Any Job—Anywhere 


Reliable, economical electric service is 
yours anywhere, anytime with an Onan 


POWER AMS FOR NEED 


Electric Generating Plant. From the 65 basic yer 
models, the right plant for any job or appli- ie) 

cation, large or sraall, can be selected. 79%: - 
Driven by Onan built, 4-cycle gasoline 
engines, these power plants are of single- i 


unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. 


Model range from 350 to 
35,000 watts. A.C. types 
from 115 to 660 volts; 50, 
60, 180 cycles, single or 
three-phase; 400, 500, and 
800 cycles, single phase; 
also special frequencies. 


Model shown is from W2C 
series 2 and 3-KW 60-cycle 
115 volt powered by water 
cooled 2 cylinder Onan built 
engine. 


D.C. types range from 6 
to 4000 volts. Dual volt- 
age types available. 


Write 


for engineering 
assistance or 
detailed literature 


3236 ROYALSTON AVENUE D. W. ONAN 
MINNEAPOLIS 5, MINNESOTA and SONS 


CQ UNIMETER 


This unit fulfills an extremely important 
need for general utility portable service 
equipment. It has wide range coverage for 
both a-c and d-c measurements of voltage, 
current measurements on d-c and the popu- 
lar ranges on resistance. 


The UM-3 is designed to clearly indicate all 
the functions which aid in the prevention 
of application of high voltages when prepar- 
ing for current or resistance measurements. 


Other G-E units for better 
servicing include: Tube 
Checker TC-3, Unimeter 
UM-4, and Oscilloscope 
CRO-3A. 


For further information 
write to: Electronics 
Department, General 
Electric, Schenectady 5, 
New York. 


Electronic Measuring Instruments 


GENERAL @ ELECTRIC 


177-02 
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San Diego Bureau 
Reviews |944 Activities 


Repair and service in the form of a 
directory, a long-range radio training 
program to fit radio technicians for 
advance electronics work, and adver- 
tising on the Care and Use of Appli- 
ances were outstanding among the 
activities of the Bureau of Radio and 
Electrical Appliances in the past year 
—1944—according to a recent report 
made to the organizations 150 support- 
ing members by J. Clark Chamberlain, 
secretary-manager. 

Early in 1944, the Bureau’s Plan- 
ning Committee of 28 members, headed 
by Frank J. Guasti, commenced its 
work as a permanent group under four 
vice-chairmen: Harry Callaway, EI- 
mer Hazie, E. W. Meise and Victor 
Schulman. 


Repair Directory Revised 


The Appliance Repair Directory 
was completely revised and re-issued 
in a new size; and a long series of 
“Do You Know” Appliance Care and 
Use advertisements were run in news- 
papers, street car and outdoor signs, 
on irons, cleaners, refrigerators, cords, 
toasters, radios and coffee makers. 

An activity of no little benefit to 
service dealer-members, was the de- 
velopment of a special Selective Serv- 
ice question and answer pamphlet, 
which helped obtain deferment for a 
number of critical repair personnel 
about to be drafted. 

In July the Home Planners Institute 
was formally organized, and in No- 
vember the first of a series of lectures 
was inaugurated. 


Radio Service Surveyed 


A survey of the radio service field 
was undertaken, and it was discovered 
that approximately 75 shops, mostly 
operated by individuals from their 
homes or on a part-time basis were 
found to have entered this field in the 
first 7 months of the year. A Radio 
Ethics Committee was created soon 
thereafter to study tendencies on the 
part of some operators toward unbe- 
coming practices. The Bureau’s Radio 
Training Committee, headed by Har- 
vey Watt, worked out a plan with Vo- 
cational School, under which they are 
undertaking a long-range program to 
help fit radio technicians for advanced 
work in the general field of electronics. 


Outlook for 1945 


As in former war years, the general 
program will remain in a fluid state, 
ready to quickly shift as changes in 
national and local situations warrant. 

A larger appropriation has been set 
aside for advertising, and plans al- 
ready made call for a large advertis- 
ing expenditure for the long-range 
Adequate Wiring campaign to begin 
soon. 

The Home Planners Institute will 
also continue to be a major activity. 
And a product and dealer directory is 
under preparation which will carry a 
complete listing of all distributive 
agencies doing business in the Bu- 
reau’s territory. 

Other 1945 objectives have to do 
with the re-employment of veterans ; 
the extension of substandard appli- 
ance ordinance to all county towns; 
and the continuance of radio training 
programs in cooperation with the Vo- 
cational Schools. 


FEBRUARY, 


BETTER 


E hope the day is not too far off, 
now, when you'll again be able to 
stock Manning-Bowman’s popular. 
“Long-last,” 8-Cup Percolator. That's 
why we'd like to have you consider the 
five M-B selling features below. No 


other electric percolator can offer so 


much, saleswise or profitwise! That will 
make 5 M-B features worth waiting for. 


5 M-B FEATURES WORTH WAITING FOR: 

* Perfected percolation insures delicious 
coffee. 

* Easy pouring...drip-proof spout. 

* Protective, fuse-link device prevents 
overheating. 

* Low current cost...long-life heating 
element. 

* Easy-ta-clean chromium finish and 
lining. 


These five M-B features are going to 
make a mighty strong sales appeal 
someday, soon, we hope...and a miglity 
profitable one! 

Americans are waiting for the day 
they can buy electrical appliance-— 
good appliances. And for thousands of 
postwar prospects, Manning-Bowman 
means best! 

We wish we could supply you right 
now. But you know the story: all our 
production is going into war work. We 
know you wouldn’t want it any other 
way. So, please be patient and remem- 
ber, the best is worth waiting for and... 


Manning- 
Bowman 
Means Best 


MERIDEN, CONN. 
BUY MORE BONDS—AND MORE! 


1945—ELECTRICAL MERCHANDISING 


FEBI 


CARI 
ALSC 


Counter 
and ban 
helps w 
late tur 


Lamps. 


+ 


4 


Five-co 


MAKEF 


| 
WAYS 
| 
| 
| = 
¥ 
| 
| 
UM-3 
| 


(Advertisement) 


YLVANIA NEWS 


ELECTRICAL RETAILER EDITION 


FEBRUARY 


Published in the Interests of Better Sight and Sound 


1945 


New Promotion-Helps Pave Way for Quick 


Sales of Sylvania Incandescent Lamps 


CARDS AND FESTOONS 
ALSO TO AID SALES 


Counter and window cards, festoons, 
and banners—all these powerful sales 
helps will soon be ready too to stimu- 
late turnover of Sylvania Incandescent 


Lamps. 


Floor and Counter Displays Will Speed 
Turnover of Profit Item Now in Plentiful Supply 


Plenty of Sylvania Incandescent Lamps 
are now available—and plenty of color- 
ful, eye-arresting merchandising helps 
will soon be ready, to aid stores in 


pushing this quick-moving, profitable 
item. 

Outstanding in this list of new pro- 
motion helps are a floor merchandiser 
36 inches high, and a counter mer- 
chandiser 18 inches high. Both are 
printed in two colors—green and black 
—and are ideal for prominent display 
and easy sale of Sylvania Incandescent 
Lamps. 


Stores are urged to make immediate 


Bost light in Sight! 


arrangements with their Sylvania dis- 


‘ = tributors to obtain these helps as soon 

ular as possible. a) 
‘hat’: 


the 
No 
er 
t will 


tor. 


25. 40. 60. 


( 0 Wm 


‘OR: SYLVANIA 25-40-60 wat? 
Five-color window card, 14 x 18 inches. 
cious 
Reminder card 
is printed in 
SYLVANIA BULBS Bg 
sides. 

ng to Here are the floor and counter merchandisers that will put 
ppeal , Sylvania Incandescent Bulbs rigut on the buving line. 
ighty Store banner measures 36 by 12 inches. 
i T LIGHT IN SIGHT} 
i G G H T SYLVANIA 
ids 
wman SYLVA N 1A 

right B U L B 
our 
k. We 
other 
and... Five-p estoo 
Five-color combined window streamer and counter card will 
be available in easel mounting or on gummed paper. ‘ 
SYLVANIA ELECTRIC PRODUCTS INC., Salem, Massachusetts 

E! MAKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES; INCANDESCENT LAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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FINEST HOME JUICER 


Yes! JUICE KING is the name the 
American Housewife recognizes in 
home juicers. National consumer 
advertising has been telling her of 
JUICE KING’s great convenience 
. . Smart appearance . . . mechanical 
superiority. JUICE KING is the 
home juicer she will be asking for, 
postwar. Be ready .. . 
make your plans now for 
featuring JUICE KING. 
Watch for JUICE KING 
advertising in: 
Good Housekeeping 


Ladies’ Home Journal 
Better Homes & Gardens 


NATIONAL DIE CASTING COMPANY ° Lincolnwood 45, Illinois 


IRRADIATION L 
NOW AVAILABLE 


To doctors, 
health institutions 


holding medical 


hospitals, 

and individuals 

Prescriptions 

A high 

ope vt Powered ultraviolet and infrared | 

Perating on either AC or DC The Sy aoa 
Fhe Sperti 


Professional model th 
SPace in ottice, 


Lamp is a 


at requires | 
ittle 
of home 


electrical Its ingenic 

‘ : circuit eliminates the bulke & us 

“Mercur ‘ssure type 
= of stand. adjustment 

Accept 
ed by Tf 

i! On Physical Therapy 


Cincinnati, Ohio 
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NEW 
POSITIONS 


| Bendix Radio 


| Selection of C. C. DeWees as execu- 
| tive in charge of the advertising of 
| Bendix Radio Division is announced 
| by W. A. P. John, president of Mac- 
Manus, John & Adams, Inc., Detroit, 
advertising counsel for all Bendix 
Aviation Corp. divisions. 


Cc. C. DEWEES 


ence in radio advertising and merchan- 
dising to his new post. 
decade he served as advertising man- 


| trical division of Stewart-Warner 
Corp., and for several years was sales 
promotion manager for Grigsby-Gru- 
now Co. From 1924 through 1930 he 
headed the Dearborn Advertising 
Agency of Chicago. 


| ager of the radio, appliance and elec- 


Leach Appointed 


Appointment of Claude Leach, Jr.. 
as sales promotion manager for the 
company’s forthcoming line of radios 
and radio-phonograph combinations 
was announced recently by Leonard C. 
Truesdell, general sales manager for 
home radio, Bendix Radio division of 
Bendix Aviation Corp. 

Leach for the past three years had 
heen sales promotion manager of Mc- 
| Greevey, Weering and Howell, New 


| 
| 


| York, resident buying office. During: 


CLAUDE LEACH 


the past year he organized and di- 


rected a postwar sales promotion pro- 
gram in the radio and appliance fields 
for 100 of the nation’s largest depart- 
ment stores. He had previously been 
associated with Sears, Roebuck and 
Company, Allied Stores in Michigan, 
Boggs-Buhl in Pittsburgh and Kern’s 
in Detroit. 
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For nearly a | 


These GARODS are so 
beautiful... I hate to 


A gentleman of distinguished taste, no 
doubt, but he won't find out how much 
GAROD Radios can do for him unless 
| he's willing to part with them. He may 

never know that one customer recommends 
| GAROD to another, and comes back for 
| an additional GAROD when he wants a 
| second radio. Naturally, this man’s atti- 


tude is flattering — we think our sets are 
good-looking, too — but most dealers are 
interested in results. We promise that. 


Place your order now with 
your nearest GAROD distributor. 


Mr. DeWees brings 20 years experi- | 


| 


Garon rapio 


| 


70 WASHINGTON STREET BROOKLYN 1, NY 


| 
| 


| Cole Hot Blast Space Heaters 
have National Consumer Ac- 
ceptance, Finest Construction, 
| and Special New Patented 
|| Features. 


Economically and attractively 
| priced to compete favorably 
_| with all space heaters on the 
| market today. Write now for 
|| new catalog illustrated in full 
|| colors. 

Manufacturers of 


GAS—OIL—COAL—WOOD HEATERS 
GAS—OIL FIRED FLOOR FURNACES 


WRITE FOR 
CATALOG 


WE SERVE THE 
ENTIRE USA 


Cole Hot Blast 


Manufacturing Company’ 


ree 


08-26 WEST SIST STAEET - CHICAG 


32 
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“They just walked in and said—‘Look, mister, the big thing is that 
SOLID Cincinnati reads The Cincinnati Enquirer.’ ” 
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The most readable newspaper in Cincinnati. Pick up a copy. See 
for yourself. More features. Better features. Crisp news editing. 
Streamlined. Easy to read. Constantly checked by reader sur- 
veys. The Enquirer is the newspaper that reflects... and appeals 
to...the solid, substantial, thinking people of Solid Cincinnati. 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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NEW 
POSITIONS 


General Electric Co. 


The appointment of S. B. Maher as 
manager of General Electric’s dis- 
tributing branch in Los Angeles is 
announced by P. A. Tilley, manager of 
G-E’s appliance distributing branches. 

The Los Angeles distributing opera- 
tion covers the territory from Santa 
Barbara to the Mexican border and 


THE ONLY 
TRIMMER 


DOUBLE 


HERE’S YOUR 
FUTURE’S MOST PROFITABLE 


Sales Leader 


THE NEW BEN-HUR FARM AND HOME FREEZER | 


Both blades move in op- 
posite direction—an ex- 


500,000 Home Freezer units a year — that's the future market open dase S*ine,epemaaaren 
to you with the BEN-HUR Farm and Home Freezer. Laboratory SA shrubbery from ntering the 
tested a product of foremost refrigeration engineers and industrial cutting blades nor to limit the size of 


stalk that may be admitted to them. No 
vibration—smooth operation, dependable 
performance and long life. Models for 
the home owner, and caretaker, landscape 


designers — there will be a complete line of BEN-HUR Farm & Home 
Freezers to fit every need. Check the waiting market for home freezing 


i "he ardener, nurseryman, etc. Well balanced 
and frozen storage in your community. Then write for facts regarding 
a BEN-HUR distributorship. be used to trim hedges, shrubbery, trees, 
‘or use on AC or DC current. ill ¢ 
BEN-HUR MANU FACTURING CO. east to the Arizona line. Maher’s heavy stalks without stalling motor. Mode! 


534 EAST KEEFE AVENUE © MILWAUKEE 12, WIS. 7 shown here has 7'/2'' cut; overall length 


headquarters at the present time are of handle 8%"; net weight 3! Ibs. All 

at 212 North Vignes Street, Los Ange- ge reasonably priced. Available after 

les 54, Calif. 


FARM LOCKER PLANTS = Maher is well known in the elec- L. J. KAUFMAN MFG. CO. 
trical appliance distributing business. 
He was associated with R. Cooper, Jr., MISS, WSSNENS 
Inc.. G-E distributors in Chicago, 
since 1930. 


G-E Supply Corp. : 
Harry C. Calahan, district manager, | 
| G-E Supply Corp., New York, an- 
nounces that James F. Galloway, for- 
merly sales manager of the Heating ¢ 
and Air Conditioning Department, 
General Electric Co., Metropolitan 
Branch, will assume the management 
| of traffic appliance sales for the Gen- 
eral Electric Supply Corp. in New 
| York. 
YES, WE HAVE 
| Grand Home Appliance Co. 
A “SPOT” 
| James Mitchell, president of Grand 
| Home Appliance Co., announces the AUTHORIZATION 
appointment of A. B. Cameron as 
When it's all over “over there,” acclotant sales menager. —and we are working like , 
White Cross will offer to selected P 
| wholesalers: beavers to gather the ma- 
terial to produce the t 
| Franchise Protection La Salle Wallamps we 
2 New, Moderne Styling are permitted to make. 
| 3 Exclesive Improvements . . . Our factory still produces F 
Aircraft Assemblies, but 
| — before making postwar com- : 
mitments, investigate the stream- we hope to ship Wallamps rf 
lined, simplified Top- quality White during the second quarter 
| Cross Line: for minimum inventory, of 1945. C 
| maximum turnover... Pop-up 
Toasters... Waffle trons and We can only ask our a 
Sandwich Toasters . . . Flat Irons friends to be patient. 
(Thermostatic) . . . Hot Plates... 
Coffee Vacs... (Now 100% in 
wor work). A. B. CAMERON | LA SALLE LIGHTING 
Sold by Leading Jobbers Everywhere PRODUCTS, INC. 
ver a period of 15 years Mr. 
Cameron served as manager and sales 145 Seneca Street 
NATIONAL STAMPING & ELECTRIC WORKS manager of the Philgas Division of Buffalo 3, N. Y. 
3212 EM West Lake St., Chicago 24, Illinois Established 53 yeors the Phillips Petroleum Co. of Bartles- 
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Greatest Selling Feature 


in vacu¥ 


2 YEAR Factory Gucrantee 


Test territories prove 
it! FILTER QUEEN'S 
No Bag feature in- 
stantly captures the 
interest of every 
woman. I?’s Mrs. 
America’s dream of 
the ideal vacuum cleaner come true... 
and it’s your assurance of a sales clincher 
that can’t be beat for the tough selling 
days ahead . . . after the first flush of 
postwar buying. 

And that’s not all. In addition, FILTER 
QUEEN is light and easy to handle... 
GUARANTEED to pick up dog hair, lint 


and litter... gets ALL the way under 


MERCHANDISING—FEBRUARY, 


radiators, chairs, beds, heavy furniture. 
Exclusive crystal-grinding mechanism 
for moth-proofing. Super-powered, with 
a SOUNDPROOFED Black & Decker motor. 

All the improvements the housewife 
wants have been built into FILTER QUEEN. 
It meets every requirement listed as a 
postwar “must” in recent surveys. Con- 
sumer tested, consumer accepted .. . 
FILTER QUEEN is destined to be the fastest 
selling cleaner in America. 

It will pay you to investigate FILTER 
QUEEN. There’s no obligation . . . and 
there is a definite promise of big divi- 


dends ahead. For full information, just 


mail in the coupon, today. 


HEALTH-MOR, Inc. 


203 N. WABASH AVENUE, CHICAGO I, ILL. 


1945 


r history::® 


DISTRIBUTORS! 


Join the ‘Big Names’ who have 
taken on FILTER QUEEN. Write for 
franchise information while good 
territories are still open. 


DEALERS! 
YOU CAN TAKE ORDERS NOW 


FILTER QUEEN is now offering 
dealers a new advance sale 
contract under which you can sell 
FILTER QUEEN vacuum cleaners 
Now for preferred delivery when 
production is resumed. For full 
information on the Advance Sale 
Plan, mail in the coupon below. 


Health-Mor, Inc, 
Dept. A~203 N. Wabash Avenve 
Chicago 1, Iilinois 

Please send me free 


informati 
the FILTER QUEEN Fro QUEEN, 


nchise ond the Advance Sale Pian, 


Name (please print) 


Street address 
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Freez-All is manufactured by an old line concern, 
established in 1899, long experienced in the manu- 
facture of commercial refrigeration and possessed 
of the firm belief that dealers selling its products 
must make money in order for the company to 
operate successfully. The business of each dealer 
will be important. Years ago Freez-All started de- 
veloping home freezers. Today the plans, the plant, 
the promotions are ready ... set... to go! Let 
us send you complete information. Dealers are now 
being franchised, so write today. FREEZ-ALL DIVI- 
SION, Portable Elevator Mfg. Co., Dept. 123, 
Bloomington, Ill. 


Ventilating Fans 


There's a vast difference in a fan built 
for intermittent use in a bowling alley or 
drug-store, and one designed and built 
for 24-hour-a-day operation in a steel mill. 


Buffalo Fans are the heavy-duty type, 
with the built-in reliability that hard 
service calls for. They are accurately 
rated as to air delivery, so efficiences can 
be figured correctly. 


Dealers, Special Attention: Right now 
is the time to get lined up for the post- 
war sale of Buffalo Fans. Your customers 
know that Buffalo Fans have an estab- 
lished reputation for high quality. They 
also know that Buffalo ratings are cer- 
tified. If you want to sell Buffalo Fans 
write today for data bulletin 32222 and 
prices. 


BUFFALO FORGE COMPANY 
205 Mortimer Street, Buffalo, N. Y. 
Canoedian Blower & Forge Co., Ltd., Kitchener, Ont. 


BREEZO and BELT-AIR Ventilating Fans 
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ES, it’s time to start planning vol- 
Y ume sales for your clock business. 


The G-E Alarm Clocks now being 
manufactured in limited quantities 
can be the beginning. 


When these clocks are again avail- 
able in large numbers, you'll find that 
General Electric Clock advertising... 
in Liberty, in Collier’s, in Look, in 
Cosmopolitan ... has done a sweet 


selling job. 


These advertisements keep telling 
your customers about outstanding 
G-E advantages, such as: 

@ trouble-proof, self-starting motor 
@ extremely quiet operation 


@ sealed-in-oil, long-lasting 
mechanism 


e big, convenient sweep-second 
hand 

@ persistent but pleasant alarm 
And here’s another reason why you 
should start planning a G-E Clock 
section for your store right now! In a 
recent survey, 69% of all the women 
interviewed said they would buy elec- 
tric clocks just as soon as they could 
get them. There's a ready-made mar- 
ket for you! 

The wonderful reputation and wide 
consumer acceptance of G-E Clocks 
will help you build big volume busi- 
ness and repeat business when the en- 
tire line of G-E Clocks is again avail- 
able. That line will include Alarm 
Clocks, Kitehen Clocks, Occasional 
Clocks, and Strike Clocks . . . ranging 
all the way from $2.95 to $450.00. 


OPA Ceiling Price—$4.95 Plus Tax 


General Electric Co., Appliance and 
Merchandise Dept., Bridgeport, Conn. 


FOR VICTORY—General Electric is 
working night and day to back the 
attack. You can help, too, by buying 
and holding more war bonds than 
before. 


Tune in: “The G-E House Party,” every 
afternoon, Monday through Friday, 4 
p.m., E.W.T., CBS. “The G-E All-Girl 
Orchestra,” Sunday 10 p. m., E.W.T., 
NBC. “The World Today” news, Mon- 
day through Friday, 6:45 p. m., E.W.T., 
CBS. 


EVERYTHING ELECTRIC FOR AFTER-VICTORY HOMES 


GENERAL @ ELECTRIC 
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DISPLAYED RATE: 


$12.50 per inch per in- 
sertion. Contract rates 


48 inches to a page.) 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


utive insertions. 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


Aerobell — Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 


Address on request 


The FRANTZ MANUFACTURING @ 


CANTON 6, OHIO 


on 95% 


PEARSOL 


Adjustable to all sizes and styles of 
posts by simply adjusting two large 
thumb screws. Grips and holds the ¢ompiere 
post for removing or assembling. 


CENTER POST WRENCH 


With this tool, you can remove and install center posts 
of all makes of washérs. Hailed by service men 
as the greatest time-saving tool ever developed. 


mcr $100 


APPLIANCE CORP. 


2122 EUCLID AVENUE - CLEVELAND 15, OHIO 
* Washing Machine and Vacuum Cleaner Parts * 


immediate Delivery! 
Goodyear Wringer Rolls 


They're Soft! White! Trouble Free! 
LOOK AT OUR LOW PRICES 
Blank End Rolls 


Ne. Size 1-11 12-35 
Ass't. Ass't. Ass't. 
175 1%” 1.29 1.18 97 
187 1%" 1.37 1.25 1.05 
200 2” 148 1.36 1.15 
212 2%" 1.67 1.55 1.30 
225 2%" 1.67 1.55 1.30 
250 2%" 2.07 1.95 1.63 
275 2%" 2.54 2.39 2.02 
TERMS: 


1% cash discount allowed if remittance 
is sent with order, otherwise all orders 
shipped net C.O.D. 


— Also — 
COMPLETE LINE OF WASHER PARTS 
ADEQUATE STOCKI PROMPT SERVICE 


VESCO PRODUCTS CO. 


KITTANNING, PA. 


ANTEED. PROMPT SERVICE! 


PENN APPLIANCE 


126 S. 2nd ST. 


supply houses). 


VACUUM CLEANER ARMATURES! 


and small appliance armatures. 


IMMEDIATE DELIVERY ON AN EXCHANGE BASIS OF ALL 
POPULAR MAKES. OTHERS REBUILT LIKE NEW AND GUAR- 


Net cost from $2.64 and up. 
WRITE FOR ARMATURE PRICE LIST! 


ARMATURE GROWLERS! 


Two coil testers made of electric steel . . . to test for shorts. 


DISTRIBUTORS 


HARRISBURG, PA. 


(One of Pennsylvania's largest vacuum cleaner 
References: 


Dun and Bradstreet 


Now.... 


GENUINE PARTS 


WASHERS and CLEANERS 
FROM ONE SOURCE 


Write for latest list which shows 
makes handled and discounts from 
published list prices. 


BROCKWELL ELECTRIC co. 


Genuine Parts 
106 E. 9th St. - Pa. 


LS 


OFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 E. 55th STREET CLEVELAND, OHIO 


FREE! 68 PAGE CATALOG OF 
VACUUM CLEANER PARTS 


@ COMPLETE REBUILDING 
@ PROMPT REPAIR SERVICE 

@ EXCELLENT STOCK OF HARD 
TO GET PARTS FOR 
ALL MAKES & MODELS 


DETROIT 4, MICHIGAN 


WASHING MACHINE PARTS 
“ni Part For Any Washer" 


Our 132-page 
FREE FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 
Chicago 22, Ill. 


Burned Out or Broken Electric 
==. Heating Elements Repaired 


—3n, New amazing NICHROCITE PASTE 

—\ "| will do it in a jiffy. Simply overlap 

ends, a) 
Used 

panies and others. Family i. i: 4 

oz. size $2.50. Satisfaction cuaranteed. 

ADVANCE CO. Box 861E Minneapolis, Minn. 


SPECIALTIES 


. Electrical Mangle Koll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer 


covers. Ohio 
Textile Specialty Co., W 


4th, Cleveland, O 
NEW ADVERTISEMENTS 


Received by February 3rd will appear in the 


March issue subject to space limitations. 
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ONE SOURCE OF SUPPLY 


1913 Washi Ave., Houston 10, Tex. 
410 Marquette, Minneapolis |, Minn. 
Goodrich White Wringer Rolls for all makes 


WASHER & CLEANER PARTS 


Us NE D 


Vacuum APPLIANCE co 
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Judge Appleton, 
G-E Vice-President, Dies 


Charles W. Appleton, retired vice 
president of the General Electric Co. 
and a former assistant district attorne) 
and magistrate of New York City, die< 
January 10 in Greenwich, Connecticut. 
after an illness of almost five year 
which had necessitated his complete 
retirement in 1940. He was 70 years 
old. 

Judge Appleton resigned from the 
bench in 1918 to become counsel to 
General Electric, in which capacity he 
continued for nine years. In 1927 he 
was elected a vice president in charge 
of general relations with public utili- 
ties, which position he held at the time 
of his retirement. Widely known 
throughout the electrical manufactur- 
ing and utility field, he was in 1936 a 
member of the executive committee of 
the World Power Conference. 

For more than 30 years Mr. Apple- 
ton was a trustee of St. Lawrence 
University, and for many years of the 
Brooklyn Law School. At the time of 
his retirement he was a director of the 
Electrical Securities Corporation and a 
trustee of the Rockefeller Institute for 
Medical Research. He was a member 
of the American Bar Association and 
the New York State and New York 
County Bar Associations; of the Citi- 
zens’ Crime Commission, the New 
England Society, Alpha Tau Omega, 
Phi Delta Phi, and Phi Beta Kappa. 


WPB Clarifies Fractional 
Horsepower Motor Order 


WPB has again emphasized that 
fractional horsepower motors made 
available for essential civilian and com- 
mercial replacements may neither be 
bought nor sold except with a rating of 
AA-5 or better. 

Only sales which do not require 
ratings, WPB pointed out, are those 
on a farmer’s purchase certificate 
under Priorities Regulation 19 or 
those in which a new motor is used for 
replacement of a damaged motor which 
is taken by the seller for rehabilitation. 


Lee Schwartz Joins 
Department Store Group 


Lee H. Schwartz has joined the Na- 
tional Department Stores Management 
& Buying Corp., as their New York 
market representative for appliances, 
according to a recent announcement 
made by Henry Greenblatt of the De- 
partment Stores organization. 

Mr. Schwartz previously worked for 
Montgomery Ward; L. Bamberger of 
Newark; and the Chicago Mail Order 
Co. 


Crain to Represent Sentinel 


E. J. Crain, who recently resigned 
as appliance promotion and merchan- 
dise counsellor representing both the 
Electrical League of Cleveland, and the 
Cleveland Electric Illuminating Co., to 
start his own agency, plans to devote 
his entire time to the organization o! 
a manufacutrers’ agency and consulti:g 
service on domestic appliances. He 
was appointed recently as representa- 
tive in Ohio by Sentinel Radio Cor». 
Evanston, Ill. He will cover the Oho 
territory east of and including Sprii 
field. 
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RMA Sees 68% 
Radio Job Increase 


That goal for post-war jobs for 
everyone is no pipe-dream. 

This is borne out by what is prob- 
ably the first post-war employment 
survey of a large industry, conducted 
by the Radio Manufacturers Associa- 
tion. If other industries equal the 
radio makers’ estimate of a 68.6 per- 
cent increase in workers over 1940, 
full employment should be well within 
reach, R. C. Cosgrove, president of 
RMA said recently. 

“Significantly, RMA survey figures 
showing an estimated employment of 
145,266 persons in the first full year 
of peacetime production represent a 
decline of only 39.8 percent from war- 
time employment in the July-September 
period last, despite the tremendous rise 
over 1940,” Mr. Cosgrove declared. 


Additional Jobs 


“The drop in factory job estimates 
from wartime peaks should not create 
undue concern, since factories will not 
provide the only post-war employment. 
In the radio field as in other industries. 
resumption of peacetime production 
will reopen: and add innumerable jobs 


n servicing, in warehouses, and in 
distribution. These will absorb many 
workers who have acquired special 


skills in war production.” 

RMA’s president noted that as FM 
broadcasting and television develop 
across the country, many more jobs 
vill be created in manufacture of 
transmitters, receivers and parts. Ex- 
pansion of FM and television also will 
mean countless new positions in the al- 
lied fields of broadcasting and program 
production, he pointed out. 


Cory Announces 
Ad Campaign 


Cory Glass Coffee Brewer Co., Chi- 
cago, Ill., announced their 1945 adver- 
tising program to their representatives 
recently assembled in conference in 
Chicago. 

According to E. H. Sager, sales and 

alvertising director, Cory glass coffee 
rewers will be advertised in eleven 
msumer’s magazines in full and half 
pages—all in four colors: Publications 
are: Ladies Home Journal, Woman’s 
Home Companion, McCalls’, Colliers’, 
True Story, American Weekly, True 
onfessions, Better Homes & Gardens, 
Motion Picture, Movie Story Magazine 
and Vogue. 
Window and counter displays, news- 
paper ads, radio announcements, 
broadsides and an intensive publicity 
tampaign is also planned as an in- 
teased dealer service. 


Westinghouse Buys 
Pixley Electric 


Purchase of the Pixley Electric Sup- 
tly Co., Columbus, Ohio, by the West- 
inghouse Electric Supply Co., was an- 
nounced by David M. Salsbury, vice 
president and general manager of the 
Vestinghouse company. 

The Columbus concern, a wholesale 
istributor of electrical products, has 
heen made the headquarters for a new 
Wesco territory, designated the West 
‘ntral District. Manager of the new 
Mstrict, which also embraces Wesco 
tlets in Cincinnati and Evansville, 
indiana, is L. A. Pixley, who formerly 
a president of the Pixley Electric 
Supply Co, 
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REPRESENTATIVES AVAILABLE 
ATTENTION: 


MANUFACTURERS Drop 

shipment jobber well rated, lecated mid- 
west with live national sales organization de- 
sires items to sell furniture, hardware, toy, 
juvenile furniture and department store 
trade. Correspondence invited. RA-724, Elec- 
trical Merchandising, 520 N. Michigan Ave., 
Chicago 11, Ill. 


MANUFACTURERS REPRESENTATIVE — 

An organization covering the Pacific North- 
west desires additional lines appliances or 
equipment. RA-725, Electrical Merchandis- 
ing, 68 Post Street, San Francisco 4, Cal. 


WANTED—A good line of products upon a 
direct representative basis, throughout Can- 
ada. 28 years of selling experience. Good 
connection. Just completed 4% years active 
service with Royal Canadian Air Force. 
Drawing account or salary and commission. 
Full particulars first letter please. od 
Ferguson, P. O. Box 544, Winnipeg, Canada. 


(POSITION WANTED) 


EXECUTIVE 


desires position as 


Manager of Trade Association 


20 years experience organizing and managing Elec- 
trical, Ice, kery, and Oil Associations. 
Experience includes sales promotion, planning and 

staging Trade Shows, Utility-Dealer merchandising 
co-operating plans, educating Utility and Electrical 
Dealer salesman and employees, originating sales 
campaigns, publicity and public relations work. 

Age 42 

Married 

College education 

Protestant 

Available immediately 

Position desired in Eastern States 


PW-728, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y 


NATIONAL 
Sales Representation 


Merchandising sales agency 
. is prepared to handle na- 
tional sales for a group of 
manufacturers. If you are 
prepared to manufacture, 
postwar, any type of home 
appliance, we can offer com- 
plete supervision and respon- 
sibility for your national 
sales-merchandising and ad- 
vertising. 
RA-726, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il. 


LINES WANTED 


CALIFORNIA DISTRIBUTOR 


California distributor with head- 
quarters in Los Angeles desires 
major appliances to distribute. Only 
items of highest quality will be con- 
sidered. Our organization offers you 
unimpeachable integrity; top finan- 
cial standing; and an aggressive, 
competent sales force of twenty-one 
experienced appliance salesmen. 
We are anxious to communicate 
with manufacturers who have never 
sold in this territory or who have not 
obtained the results that this fast- 
growing wealthy area warrants. 
Your correspondence will be held in 
strictest confidence. Kindly write: 


WENDELL H. KINNEY 


2525 East 49th Street, Los Angeles 11, Cal. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 


Prominent 
Electrical Manufacturer 
Seeks Permanent 
Wholesalers Salesmen 


A manufacturer of nationally known, high 
quality, el cal products will add a 
number of men to its sales organization— 
permanent salaried positions—not com- 
missioned jobs. Must have basic elec- 
trical knowledge either by experience or 
education but not necessarily electrical 
engineering graduates. Should be capable 
of group selling, addressing 10 to 100 


Experienced Export Firm with active, 
energetic representatives throughout 
Africa and Near and Middle East, 
presently enjoying substantial business, 
desires to act as your Export Depart- 
ment or to complement your present 
one, without personnel or cable costs 
to you. Will handle present and estab- 
lish post-war business abroad for your 
products. Highest References. Inter- 
view Appreciated. 

RA-727, Electrical Merchandising 

330 W. 42nd St., New York 18, N. Y. 


Sales Engineers 
WANT LINES 
for Pacific Coast! 


Now is the time to get “set” in the 
rapidly expanding industrial Pacific 
Coast! We are thoroughly qualified to 
give manufacturers in elect hanica! 
field a low-cost, full sales-coverage o! 
this important market. For details 


Write or Wire 


Sales Engineering Associates, Inc. 
3907 San Fernando Road Glendale 4, Cal. 


people. Preference to men with mer- 
chandising ability and field knowledge 
of wholesalers’ busi Will be given 


ample product training and will be as- 

sisted by p ti prog State 

age, experience, salary expected and ail 

pertinent 1 inf ti to expedit 
Address 


Personal interviews. 
SW-729, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 
SERVICE AND PARTS SALES ENGINEER 

Familiar with small sheet metal parts and stamp- 
ings wanted by large Parts Manufacturer in newly 
created division; should have strong contacts with 
Engineering and Purchasing Depts either in Air- 
craft, Truck and Automobile, Radio and Household 
Appliance Industries. Must be free to travel. 

state fully your qualifications, versonal 
data and salary expected to 

SW-731, Electrical Merchandising 

68 Post St.. San Franciseo 4, Calif 


Arthur Swanson and Associates 


INDUSTRIAL DESIGN 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. Chicago 11, Ill. 


Don’t forget the 
BOX NUMBER 


When answering the classified advertise- 
ments in this magazine, don’t forget to 
put the box number on your envelope. It's 
our only means of identifying the adver- 
tisement you are answering. 


Prominent Georgia distributor with large warehouses 
and strong sales organization offers you an aggres- 
sive, competent organization with top financial stand- 
ing. having a large dealer following. Please provide 
full particulars in first letter to 


BO-730, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 
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A Suggestion for a 
New Automatic Washer 


ILL SHAW of the American 

Washer-Ironer Manufacturers 
Association, reprinted the following 
plea in his last bulletin: 

“Dream” washers would give John 
R. Woolfenden, of The Los Angeles 
Times, none of the thrills he likes to 
experience in opening up his bundle of 
shirts and shorts. He contends every 
home should have a machine duplicat- 
ing the preeminent features of the 
professional laundry. And so, as a 
favoring wind brings us the enraged 
cries of the American Institute of 
Laundering, just beyond Joliet on U. S. 
Alt. 66, we give you “Bringing It Out 
in The Wash,” unreeled recently from 
Mr. Woolfenden’s smoking typewriter : 

“So now it’s the robot washing ma- 
chine that is going to occupy a promi- 
nent niche in every post-war back 
porch or basement. 

“You stick the socks or the sheets 
in here and they come out there, all 
neatly washed, ironed and folded, it 
says here in the directions. 

“How dull! 

“But that’s what the machine age has 
done to the old arts and crafts. Robbed 
them of all their glamour and excite- 
ment. How can you get any thrill out 
of pressing a button and having the 
entire family wash go through the soap, 
the water, the dryer and the rest of 
the assembly line without any of that 
old suspense you felt when you sent it 
to the laundry and didn’t know whether 
it would ever come back? Or if it did, 
it probably would have been swapped 
for the package of some guy in South 
Pasadena. Remember the breathless 
excitement of breaking the string, tear- 
ing off the brown paper and discover- 
ing that, instead of your best shirts, 
you were receiving a consignment of 
wash rags and pillow slips? 

“Now don’t tell us that vou can get 
that feeling out of a robot! 

“For the benefit of those who aren't 
going to be satisfied with these new- 
fangled futuristic contraptions which 
recently have been on exhibit, this 
department has prepared blueprints 
and specifications for a perhaps more 
old-fashioned setup which can be in- 
stalled easily in any home and which 
is guaranteed to give more lasting satis- 
faction to the perspicacious and dis- 
criminating. 

“Our assembly line starts off with 
what is known as the ‘pigment redis- 
tributor.’ It consists of a series of old 
five-gallon gasoline cans, half-filled 
with acid. Any old acid. If you can’t 
get sulphuric, hydrocholoric or nitric, 
empty some of that stuff out of your 
battery. It works fine. It prevents the 
colors from running by removing them 
entirely. It’s a trick we learned in a 
cleaning and dyeing establishment one 
summer while working our way 
through reform school. 

“Next we have the fabric softener. 
You run the clothes through it when 
they’ve been too well starched or when 
the original fiber is too coarse or when 
you haven’t got. around to washing 
them at all for a couple of months. 
This gadget is made up of a series of 
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paddles on a revolving drum. The 
paddles are fashioned out of those 
businesses that butchers used to use 
to dice up round steak—when there 
was round steak. 

“Third on the line is the cuff-and- 
collar-frayer. Take any old cement 
mixer, drop in two or three handfuls 
of used razor blades, with a sprinkling 
of hacksaw blades to suit the taste, 
cram in the wash, whirl rapidly and— 
presto!—out come the collars, cuffs, 
plus the front and the back and the 
sleeves, with that well-worn, comfort- 
able, nonchalant look that the well- 
dressed man cherishes. 

“Now the fourth item in our ma- 
chine of the future may be more diffi- 
-ult to obtain. We once saw one in an 
iuto body plant, compressing old scrap 
iron before it was melted up. Since 
no autos have been made since anyone 
can remember, there ought to be a 
couple of these compressors lying 
around somewhere. Try Long Beach 
and Wilmington junk yards first; it’s 
surprising what you can find around 
Long Beach and Wilmington. 

“The system is that you toss the 
wash, after it comes out of the frayer, 
into the compressor, playing a stream 
of water on it out of any garden hose 
you have handy. There’s ‘invariably 
a special sale on hose somewhere, if 
you’re fresh out of it. This rinses out 
some of the rusty blades that have ad- 
hered to the shirttails. As the com- 
pressor comes down it squeezes out the 
excess water, pulverizes any bother- 
some buttons, zippers or hooks and 
eyes and takes care of anything else 
that has been missed along the route. 
Furthermore, the compressor molds the 
whole bundle into a neat little package 
that your wife can slip into a dis- 
carded breakfast-food carton and mail 
off to junior at college. 

“And how else are you going to give 
any of the family laundry that price- 
less professional yet personal touch ?” 


Suggests Electric 
Milk Pasteurizer 


To the Editor:— 


We received from an editor, from 
one of the local papers the following 
suggestion: 

“By the way, why does not some- 
body manufacture an automatic elec- 
tric milk pasteurizer for home use? 
Health boards say rural families should 
pasteurize milk from their cows. It 
means stirring the milk till it reaches 
155 degrees and stirring it till it is 
cooled. An electrical machine to do the 
stirring, regulating the heat, would 
eliminate nearly all of the work and be 
a great benefit to public health. Farm 
families would rather risk undulant 
fever and everything else in raw milk 
than pasteurize milk every day, and not 
many farm homes have means of 
pasteurizing more than one or two 
day’s supply.” 

If you would list this paragraph, in 
the ELECTRICAL MERCHANDISING 
magazine may be some manufacturer 
would use this as a post war item. 

A. G. Renau 
Vice-President 
Childers Electric & Paint Co. 
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Watch Out! 


What Is a Builder? By C. M. Davidson 22 


The author of “One Dealer's Post-War Plan", in a recent issue, has 
some pertinent remarks to make about the place of the home builder 
in the post-war appliance merchandising picture 


Appliance Financing as it Looks to the FHA............ 25 


Raymond M. Foley, Michigan director of FHA discusses appliance 
selling under the realty mortgage and makes a couple of serious 
warnings about installation and service 


In a Self-Selection Department the Public Buys More 
Records By Lansdell Anderson 26 


Smart packaging, plus suggestive ‘selling, is carrying disc business to 
new highs, dealers say. Here is the story of how Bloomingdale's, New 
York department store, does it 


By LE. Moffatt 


How Many Lamps? By L. F. Porter 29 
When you count up all the supplementary lamps which can be sold to 
homes and farms you have an amazing volume, the author points out 


Some personalities snapped at the recent Housewares Show at the 
Palmer House and the American Washer-lroner Association convention 


How Service Contributes to Appliance Design 


By Tom F. Blackburn _ 32 
The Detroit Edison Co.'s experience with appliance repair has yielded 
much valuable information on appliance manufacture which will be 
useful in post-war appliance designing 


Servicing Kelvinator Refrigerators ....................... 34 
A six-page picture job on the service kinks to be met in Kelvinator 
refrigerator repair work 

Mrs. Lucas runs an appliance and furniture store in Chicago. Here's 
@ picture of our business from the distaff side 

How Much Money Will They Have to Spend 


By Clotilde Grunsky 47 


Pacific Gas & Electric make a timely survey of the potential purchas- 
ing power of their d tic cust $ 


This dealer survey would seem to throw cold water on the appliance 
priority club idea 


Southern Dealer "Takes in Washing".................... 56 
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